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and a Special Rate 
for Cash in Advance 


If a paper has a larger circulation than any other in the town, city, 
county, Congressional district or State, or section of country, or larger than 
any other paper of zés class, it will pay the publisher to keep the interesting 
fact constantly before the eyes of advertisers. He can print the statement in 
PRINTERS’ INK once a week for a year, 52 times in all, for twenty-six dollars 
a line, or once a month for a whole year for six dollars a line. If he will 
send a check in advance in full settlement the price will for the present be 
reduced to $20 a line for every issue or $5 a line for once a month. The 
order will also entitle the publisher to a year’s subscription to PRINTERS’ 
Ink, the paper to be sent to any address he chooses to furnish. All orders 
should be addressed (with check) to 


PRINTERS’ INK, 
10 Spruce Street, New York. 
If a paper is in no way superior to the common run of papers all around, 


then it will not pay to advertise it in PRINTERS’ INK. 
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‘EWSPAPER WRITERS IN BUSI- 
NESS LIFE. 
‘By George F. Manson. 

It is surprising how many editors, 

porters and newspaper writers gen- 
crally have, of late years, become con- 
1 ected with some form of the advertis- 
ing business. When the ‘‘business end” 
f the great modern daily newspaper 
hegan to grow in importance the serv- 
es of men who had occupied editorial 
sitions were found to be exception- 
ly valuable in-the executive depart- 
ent. Such men were not only un- 
ually intelligent but were found to 
sssess good business ability. For 
stance, until very lately George F. 
pinney, formerly managing editor of 
he New York 7imes, and for years 
before a newspaper reporter and writer, 
was the business manager of that jour- 
nal. Herbert G. Gunnison, once a 
reporter on the Brooklyn Zag, is now 
in charge of the excellent Information 
and Outing Bureau connected with the 
same paper. Mr. Bloomingburg, once 
city editor of the New York Zvening 
Telegram, was at one time manager of 
the circulation department of the New 
York Herald. Harrison Grey Fiske, 
once a dramatic critic, became the 
owner and editor of the Dramatic Mir- 
vor. Don C. Seitz, once city editor of 
the Brooklyn edition of the World, is 
now the advertising manager of the 
New York World. T. J. Dyson, for 
many years a well-known reporter on 
the Brooklyn /ag/e, afterwards on the 
Brooklyn Union, was, at one time, the 
business manager of the Brooklyn Ci7- 
izen, and is now carrying on a large 
printing business in Brooklyn. Albert 
H. Angell, formerly managing editor of 
the Brooklyn Union, is the advertising 
manager for F. Loeser & Co., the large 
Brooklyn dry goods firm, and has had 
special charge of the advertising for 
important business enterprises in that 
city. John Irving Romer, formerly 
the editor of PRINTERS’ INK, is now 


hese 


connected with the advertising depart- 
ment of the Royal Baking Powder Co. ; 
H. A. La Fetra, the head of the same 
department, was once a reporter on 
the Brooklyn (E. D.) Zimes and its 
Albany correspondent, and was after- 
wards honored with the position of 
Secretary of the Brooklyn Board of 
Health. L. H. Stoddard, who now 
has charge of the advertising and 
printing for the Wagner Palace Car 
Co., was once a reporter on the Brook- 
lyn Union. 

Among newspaper writers who left 
their profession for business life these 
names occur to me: William C. Hud- 
son, once city editor of the Brooklyn 
Eagle, afterwards secretary of the 
N. Y. State Railroad Commission ; he 
has since been a successful writer of 
novels and plays. J. H. Morrow, 
once a well-known Brooklyn reporter, 
is now in the insurance business in 
Oakland, Cal. Charles H. Farrell, 
for many years city editor of the N. Y. 
/lerald, now one of the clerks of the 
City Court, Brooklyn. George Rowe, 
formerly on the Brooklyn (E. D.) 
Times, now deputy controller in the 
same city. John E. Smith, for years 
a reporter on the Brooklyn LZugie, 
afterwards on the Union, now secre- 
tary of the Brooklyn Park Depart- 
ment. Samuel E. Turner, a writer of 
verse and sketches for the Spirit of the 
Times and other journals, is now man- 
aging sales of American horses in 
London, England. 

Men leave the reportorial and edito- 
rial work of journalism because the 
work is exceptionally irksome, is rarely 
liberally paid for, and because there is 
little chance for advancement. While 
many young and even middle-aged 
men enjoy the excitement and Bohe- 
mian spirit that attaches itself more or 
less to such an existence, they tire of it 
when they grow older. John Brisben 
Walker, the enterprising proprietor of 
the Cosmopolitan (who was a newspaper 
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Washington correspondent), said to 
me that an ideal daily newspaper 
should have exceptionally bright men 
for reporters who should earn not less 
than $100 a week. Under such pleas- 
ing pecuniary conditions a man of 
ability might be willing to spend his 
life in reporting, which, in most jour- 
nals, has ceased to be a matter of any 
literary consequence. 

‘The relations between theaters and 
newspapers in regard to advertising 
and the giving of ‘‘ passes’’ by theat- 
rical managers, are interesting. 

Mr. Harrison Grey Fiske, editor of 
the Dramatic Mirror, the leading 
journal of its kind, gave me some in- 
teresting particulars in regard to the 
press and the theater tickets. Itseems 
that in New York City theatrical man- 
agers give fewer tickets to the news- 
papers than in any other city or town in 
the country. In nearly all small towns 
throughout the country, in addition to 
this number of tickets, from 25 to 50 
tickets are given to each journal, so 
that about every man connected with 
the newspaper has a ticket. Newspa- 
pers, outside of New York, base the 
notices they give of coming theatrical 
attractions upon a commercial basis 
and do not present such information, 
as the New York newspapers are glad 
to do, as news. 

Some people think that critics and 
dramatic writers can be bribed or in- 
duced, in one way or another, to 
praise poor plays. I am assured, on 
excellent authority, that while such a 
custom might have prevailed, to a cer- 
tain extent, some years ago, it no 
longer exists. The only evil thing in 
regard to this subject is, that on one or 
two of the recently established jour- 
nals in New York, the dramatic critic, 
in lieu of a salary, is allowed a com- 
mission on the theatrical advertising 
he secures. Men who accept a posi- 
tion on a newspaper under such condi- 
tions are not, naturally, men of the 
highest character. They are open to 
the suspicion of gauging the amount 
of quality of the attention they pay to 
dramatic attractions by the amount of 
attention the theaters pay them in 
their solicitations for advertising. But 
this condition of things is found on 
only one or two newspapers that are 
not very highly esteemed by the public, 
and with managers who are little 
thought of in the dramatic profession. 

Dramatic critics are occasionally 
employed, to a certain extent, in doing 
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press work for certain theaters. It 
would seem natural that their notices 
of productions at such theaters would 
be somewhat tinged with favoritism. 

In New York City two tickets only 
are sent to each newspaper on the first 
night of a performance, the press list 
covering from 60 to 70 seats. At 
other times managers favor quite 
freely the requests of critics and edi- 
tors for seats, but the newspaper peo- 
ple think this courtesy is amply re- 
turned in the news announcements 
and items they constantly publish dur- 
ing the week about plays and players. 
Mr. Fiske, who is not only an editor of 
ability, but a publisher of good busi- 
ness tact, will not ailow any of his 
employees to ask a manager for a free 
seat. All such applications are made 
to the theaters, through him, by mail, 
thus preventing fraudulent applica- 
tions by persons who might claim to 
be connected with his journal, and 
serving to regulate the number of such 
requests within reasonable limits. 

A newspaper editor, talking to me 
about the power of the business man- 
ager, said that that enterprising gen- 
tleman once came to him and re- 
quested a certain number of theater 
tickets for a prominent business man. 
‘*But why should I give him theater 
tickets ?”’ quoththe editor. ‘‘ I do not 
know the man, never spoke to him in 
my life.” The manager responded : 
‘*He is one of the largest advertisers 
in our paper. He has said to me he 
would like to get the tickets, and we 
must give them to him.” The editor 
complied with the request as a mat- 
ter of courtesy, distinctly stating that 
it should not establish a precedent. 
Every theater man will tell you that 
the joy experienced by a layman in 
obtaining a ‘‘ pass”’ grows, and grows 
enormously, by what it feeds on. 
There is a well diagnosed disease, 
recognized in dramatic circles as ‘‘ the 
free-pass mania,” quite as startling 
and demoralizing in its effects (at least 
to the theatrical manager, who is carry- 
ing on his business for money and not 
for fun) as mania-a-potu. As the edi- 
tor referred to refused to comply with 
subsequent demands for tickets from 
the same source, it is an actual fact 
that the business manager went to the 
theater from time to time and pur- 
chased tickets for the advertiser, whom 
he did not dare to offend, allowing the 
recipient to suppose the office was 
showing the courtesy of granting free 
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passes. The editor, in refusing the 
equest, said that he did not propose to 
emoralize the tone ot the paper in 
iat Way. 

The number of newspaper writers 

ho have left journalism to become 

nected, in some way, with the busi- 
ess management of theaters is very 
urge. I only give such names as occur 

» me, 

‘*Tody’’ Hamilton for years has 

een the press agent of the Barnum & 

iailey Circus. Julian Magnus, once 
mnected with the dramatic depart- 
ent of the New York 77i4umne, and 
writer for the magazines, is now one 
the business managers for A. M. 
almer. Daniel and Charles Froh- 
nian, the well-known theatrical man- 
rers, were formerly connected with 
ie New York 77tdune. Samuel 
.ingston, manager of Thomas Keene, 
as once connected with the Chicago 

‘oid, Arthur F. Clark and Kirk L. 
Schelle, managers of the ‘‘ Wizard of 
the Nile,” were both newspaper men, 
the former having been connected with 
the Chicago Post, and the latter on the 
Chicago Maii. 

Charles Dillingham, the Frohmans’ 
principal advance agent, was recently 
dramatic editor of the New York Zven- 

e Sun. Another of the Frohmans’ 
managers, Francis O’Neill, was for- 
merly managing editor of the Wash- 
ington (D. C.) News. R. N. Stevens, 
an old newspaper writer and dramatic 

ithor, is also in the service of the 
Frohmans. 

Augustin Daly was once the dra- 
matic critic of the old Evening Express. 
A. M. Palmer, was the librarian of 
the Mercantile “Library, New York. 
Clarence Fleming, manager of John 
Hare, has been a newspaper contrib- 
utor. Harry Fulton, advance agent of 
the Lillian Russell Opera Company, 
was the editor of the Chicago Sunday 
Times. Max Imshen, who has been 
advance agent for Joseph Haworth and 
Thomas L. Seabrooke, was a political 
writer on the New York //era/d and has 
returned to journalism. 

F. E. McKay, formerly connected 
with the Dramatic Mirror, also the 
New York World, etc., now carries on 
a novel method of theatrical advertis- 
ing. Onasmall printed sheet about 
12x12 inches, and four columns wide, 
called Theatrical Tidings, he prints 
interesting items about various dra- 
matic attractions, the managersof which 
pay him a stated sum per week for his 
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services. This little paper is mailed 
weekly to dramatic editors throughout 
the country. The editors clip from it 
and publish such items as they see fit, 
sending their journals to Mr. McKay, 
who cuts out the items and forwards 
them, from time to time, to the man- 
agers interested. In addition, Mr. 
McKay furnishes type-written items, 
personal gossip, etc., about actors and 
dramatic attractions to the various New 
York newspapers. 

It is said that a newspaper man 
makes a good theatrical ‘advance 
agent,’’ his business being to go before 
the show, see that the lithographs, 
handbills and posters are properly dis- 
tributed and placed ; to have inserted 
some notices and pictures in the news 
columns of the newspapers about the 
great coming attraction; and to try 
and arrange with the manager of the 
theater for some extra advertising and 
induce him to bear half the expense. 
In tormer times the advance agent also 
made arrangements with railroads in 
regard to the transportation of the com- 
pany but, now that the large railroads 
have combined, there is very little of 
this work to be done. An advance 
agent will receive between $40 and 
$100 a week and his transportation 
expenses. Few men receive between 
$70 and $100 a week. Very often the 
manager of the theatrical company is 
his own advanceagent ; Julian Magnus 
and Frank L. Perley are two prom- 
inent managers who go ahead of their 
respective companies. The work is 
extremely important, requiring enter- 
prise and sound judgment, for, in a 
theatrical undertaking, ‘‘a good start” 
is even of more value than in any other 
business enterprise. 

. a 
SIMPLICITY IN TYPE. 

It is beginning to be borne in upon the 
best printers that prodigality in the use of 
type does not mean effective or artistic print- 
ing, but that simplicity has its strength, and 
never palls upon the taste. The ruling am- 
bition of many printers has been to cover 
the paper space available with type display, 
balancing and adjusting as well as possible, 
but denying to blank spaces of paper the 
privilege of enacting the important part 
they are capable of. Now it is recognized 
that effective display must include propor- 
tion of white space and type, and that each 
line of type must bear a certain relation to 
every other line in size and in character as 
well. This recognition of the force of the 
simpler elements of display composition is 
hopeful, for it tends to strongly emphasize 
the motif of the work without unduly draw- 
ing attention to the type itself—to the me- 
chanics of the idea expressed.—Newspaper- 
dom. 








A STUDY OF ENGLISH ADs. 
By John Chester. 
A critical glance through the pop- 
ular English weeklies and magazines, 
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discloses many curious facts regarding 
British advertising at the present day. 
There can be no doubt as to its im- 
provement during the last ten years, 
both as regards quality and quantity, 
and while many American firms are 
represented and perhaps may be given 
the credit for much of the change 
among conservative English adver- 
tisers, there are still some very good 

roductions which are distinctly British 
in character and design, and they are 
well worthy of attention on this side of 
the Atlantic. 

The matter in the ‘“‘hand”’ ad can be 
changed without interfering with the 
general design, as the cut is plainly 
mortised for type. A great feature in 
modern English advertising, especially 
in the weeklies, is what is known over 
there as ‘‘ bespoke tailoring’’ as dis- 








BESPOKE 
TAILORING 





tinguished from ready-made clothing. 
Suchadvertisements asthe ‘‘bespoke” 
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ad areat present quite numerous in mos 
of the English weeklies, and anothe: 
branch of the same line of business i 

the making of ladies’ suits, guides fo 
self-measurement being sent by mai 
on application. This is a business tha 
would never be popular in this coun 
try. ‘*Custom tailoring by mail 

would not suit a race of people s 
fastidious about the fit of their clothe 
as Americans invariably are, but it i 
evident, from the large number of suc! 
advertisements in high-priced me 
diums, that ‘‘ bespoke tailoring by 
mail ’’ is a good paying line in Great 
Britain. 

This advertisement of the Labrador 
Watch would be better if the cut was 
good or the idea original—which they 
are not. 




















One thing that is particularly notice- 
able about the ads in English period- 
icals—those that are changed the 
oftenest are those inserted by American 
firms or their English representatives. 

————_ +e 
A ROTATION OF SWINDLERS. 

It has been said that the American people 
like to be humbugged. It is very noticeable, 
however, that a man is seldom swindled twice 
by the same fakir, and we conclude that if 
the people do like it they also favor a rotation 
of swindlers. But this system of rotation is 
not desirable to merchants who are in busi 
ness to stay, consequently it behooves them 
to appeal to the people’s intelligence instead 
of practicing on their credulity.—Profitable 
Advertising. 


ooo. 
WITHOUT DOUBT. 
Visitor—What class of people are the best 


patrons of poetry in this country ? 
Native—The soap manufacturers. 
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poeee- After having exhausted all 
eee. other means for disposing 
oem of your goods—if they be 
Soce-- high class, advertise in 


@eee 
Cece 
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_ The Sun 


Satisfactory results will 
necessarily follow. 





Address THE SUN, New York. 





oe 
ete 








THE PRESS IN RUSSIA, 
Journalism in Russia labors under restric- 
tions that would make the newspaper busi- 
ness altogether impossible in this country. 
The Russians have two kinds of journals— 
the official and non-official. The non-official 
ene have the most unhappy existence, 
ause they are subjected to a rigid censor- 

ship, and the publishers and editors are likely 
to receive very severe penalties for slight devi- 
ations from what the authorities may deem 
the proper course. The will of the censor is 

erhaps the only real standard which the un- 
ortunate editor has to guide him. When- 
ever an article which appears is objection- 
able to any one in high position the editor is 
warned, and after three such warnings the 
paper is suppressed for six months the first 
time, and if it offends again it is absolutel 
prohibited and abolished. The warnings - 
ways stand, no matter what the interval be- 
tween them may have been, 

It is said that all the non-official papers in 
Russia have had two warnings, and should 
any one of them receive a third it is likely 
to be immediately suppressed. After a third 
warning the paper is sometimes allowed to 
appear after an interval of six months, but 
under a censor, which means that the jour- 
nal, before it is distributed, must be sub- 
mitted to and approved by the censor, who 
erases all articles that he does not like, which 
process, of course, makes it impossible for 
a@ paper to appear at the same time as its 
contemporaries. 

The censor is not the court of highest ap- 
peal, however. When he allows an article to 
em it frequently happens that some one in 

igh circles objects to it, and then the censor 
is punished and the paper also, but in a curi- 
ous fashion. The censor is sent to some 
other town, sometimes three hundred miles 
distant, and the paper must be forwarded to 
him for approval before it can be distributed. 
We scarcely see the object of this absurd 
practice, for such a course would mean ruin 
to any paper, and it could as well be sup- 
pressed at once. It is no trouble for the 
authorities in the larger towns of Russia to 
get rid of obnoxious writers. The govern- 
ment can expel from the town any one whom 
it does not like, and if the editor displeases 
it he can be sent away without a hearing 
and without a trial. 

There are many methods of annoying a 
newspaper employed by the Russian govern- 
rent, and when it has decided to suppress 
and persecute a journal, as a rule no reason 
is given for the action. Very frequently the 
insertion of advertisements for a period of 
six months is prohibited. This is rare, but 
it happened twice last year. Frequently the 
discussion of certain topics is forbidden, and 
Saltikoff, the great satirist, has observed that 
non-official newspapers “ must use the lan- 
guage of slaves.” 

‘The Russian papers are allowed to discuss 
foreign news and foreign matters with some 
degree of freedom, but are allowed scarcely 
any freedom in the treatment of internal 
politics, which are matters of great local in- 
terest to the Russians themselves. When 
the editor has his paper suppressed his ca- 
reer in journalism is generally closed, for his 
name is put on a sort of official blacklist and 
he is very closely watched. 

An English correspondent, who was at 
Livadia during the flees of the Czar, says 


he was well treated by the high court offi- 
cials, but it was almost impossible to obtain 
correct information of any sort, and even 
when the correspondent happened to get a 
bit of important news he was not allowed to 
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telegraph it. 


ri- 
vate message, was allowed to be sent without 
the sanction of the court minister, and then 
was received at the oa office and sent 


No telegram, not even a 


by him or his secretary. The official papers 
in Russia are part of the instruments of gov- 
ernment and have no value as newspapers.— 
Cincinnati Tribu:e. 


——+o+—_—_. 
ILLUSTRATIONS IN ADVERTISEMENTS 
When the history of advertising is writtex 
the present will be known as the “ pictu: 
period.” The use of cuts to embellish bus'- 
ness announcements is a distinct mark of 
rogress ; it indicates a wider knowledge o{ 
uman nature. The popularity of illustr: 
tions is, however, carrying many an other- 
wise prudent investor in advertising spac 
beyond the profit line. The danger is presen: 
in several forms. Perhaps the most pron 
inent is that of too great reliance being place 
upon the illustration. he_ cut provoke 
curiosity, may create general interest, but i: 
is the type that, in straight, simple, ters: 
terms, must convince the reader that self 
interest will be promoted by purchasing tha 
particular article. Be careful, therefore, of 
the size of the cut used, and its exact value 
as an assistant salesman. This is the error 
most common among otherwise shrewd busi 
ness men and intelligent advertisers. An- 
other error is the use of illustrations solely fo: 
the style of the thing, regardless of any con- 
sideration of special connection existing be 
tween the cut and the text of the advertise 
ment. Many concerns are furnishing cuts at 
nominal cost representing about everything 
on land, in the sea or air. Most of these find 
purchasers, which in each instance means ar 
investment of decidedly doubtful value 
Many have a positive effect contrary to that 
expected from them. No illustration can be 
appropriate for nearly everything. Even the 
face of a pretty woman, which comes nearest 
of all illustrations to being the universal! 
picture in value as well as use, “seen to 
oft’? becomes a ‘‘chestnut,’’ and loses its 
value to those business announcements t 
which it of right belongs. Let us have a 
more intelligent use of illustrations; it wil 
reduce the picturesqueness and artistic effect 
of the advertising pages of our periodicals 
but little and will save the merchant and 
manufacturer money. Do not use a cut 
merely because it is cheap and neat. As a 
picture it may be all right, but it must be re- 
membered that the average reader is a fairly 
close observer and quickly detects anything 
bordering upon the leulows. To associate 
a business with ridicule is not likely to bring 
trade.—/i estern Druggist, Chicago. 
pee 





WELL STATED. 


The advertiser should consider his ads as 
contracts with the public, and as binding upon 
him as any written and legally sealed con- 
tract. Ads shouldn’t tell a stronger story 
about the goods advertised than the goods 
merit. People take ads at their word, and ex- 
pect just as good goods as the ads lead them to 
expect. Nobody likes to be deceived, and 
everybody wants what he is promised with no 
nonsense about it. It doesn’t pay to say one 
thing and mean another in any phase of life, 
and this holds true in advertising. The good 
ad is the one that is backed by as good goods 
as the ad says. An advertiser can over- 
estimate and exaggerate his goods just once 
to each customer, but no more, so that it’s 
merely a matter of mathematics how long ads 
built on that idea will bring people to the 
store.—Minneafpolis Journal. 
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p fi N th t 
POPULATION. 
PORTLAND (Official), . . . 81,342 
PORTLAND'S SUBURBS, . ° 17,800 
OREGON, Outside Portland (Approx.), 275,000 
WASHINGTON, i ’ ; + 375,00 
IDAHO, ‘ ‘ ° ; . 100,000 
WESTERN MONTANA, " + 90,000 
BRITISH COLUMBIA, . . 100,000 
Total, " i . a 1,039,142 


THE 


= Oregonian 


Is the only paper of GENERAL CIRCULA- 
TION in this entire field. A case without a 
parallel in the annals of American Journalism. 
It does ALL the work in its field. 


E. G. JONES, 


IN CHARGE OF ADVERTISING. 


OZ 


The S. C. Beckwith Special Agency, 
SOLE EASTERN AGENTS, 
Tribune Building, New York. The ‘‘ Rookery,”’ Chicago. 
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A Convincing 
Argument. 


‘*An advertisement in the 


Street Cars 


Is unavoidable—it buttonholes you 
when you have plenty of time to 
digest its contents. | use the cars 
extensively and live well—it will 
be equally as good for you.” .. . 


Write us for details. 


GEO. KISSAM & CO., 


Postal Telegraph Building, New York. 
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As to 
St. Lous and the 


GREAT SOUTHWEST 


A Crucial Test 
in which the 


Post-Dispatch 


Comes out 
FIRST Best 


On Sunday, March 29, the C. E. HILTS SHOE CO., of St. Louis, 
published in the Post-Dispatch and other papers an advertisement 
containing a puzzle, the solvers of which were required to cut out the 
entire advertisement and puzzle and deliver same signed and sealed to 
the office of the shoe company mentioned. 


fhe Letter that CAME... 


St. Louis, April 8, 1896. 
Mr. C. M. Setpn, Advertising Agent, St. Louis Post-Dispatch, City. 

Dear Sir—In accordance with our understanding that you were to publish the 
result of our “ Puzzle Contest ” (no matter what paper gave the largest returns) 
which we advertised Sunday, March 29,in the Post =e. Globe-Democrat, 
Republic, Star, Westliche Post, we herewith give you result of returns of coupons 
received of our advertisements clipped from different papers. 


Past-Dispatol ......ccccccccccccceces 8,561 ) 
Globe-Democrat kavdecedasssoeuesana 8,385 | These totals are for country and city 
Republic.........cecccccscccsccccsces 8,249 answers combined, but in the city 
Sn Ses nearee +2 } alone the Post-Dispatch led the Globe- 
Westliche Post... ........0.seesseeee 1,098 | Democrat 247 and the Republic 360 
—- answers. 
Total...cccccceses ienanieneaenntll 27,496 J 


The above returns conclusively show and prove to us the fact that your claim, 
that the Post-Dispatch is ‘‘ pre-eminently the people’s pogmner paper of St. Louis, 
with the largest circulation,” is substantiated. In addition to the number of 
coupons received, we are glad to say that the results produced by the Post-Dis- 
patch are perfectly satisfactory to us and we congratulate you upon being its 
representative. If you find any merchant who doubts the efficacy and producing 
powers of an advertisement placed in the paper you have the honor to represent, 
you are at liberty to refer them to us at any time. 

Very truly yours, 
By C.E. Hixts, President and Treasurer. Cc. E. HILTS SHOE Co. 


The S. C. Beckwith Special Agency, 
Sole Agents Foreign Advertising, 
CHICAGO. NEW YORK. 
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A POINTER — 


LINN & CO. SPEAK 
PLAINLY ABOUT THE 


Philadelphia 
Item. 


It Is Read Everywhere. . 
Immense Influence Outside 
of Philadelphia. . . . . 








Puita., Feb. 13, 1896. 

Manacer THE ITEM—Our business is supplying male and 
female agents all over the country with new and fast selling novelties. 
Our business is one that requires constant advertising, and the more 
we advertise the more business we do. 

We notice in a recent issue of your valuable paper that one of 
your advertisers received an answer from FAR-AWAY INDIA, and we do 
not doubt it, as we have received answers from ALL OVER THE UNITED 
States, from our ‘‘ ads” in THE ITEM. We have frequently paid 
$2 a line for an advertisement in a popular weekly or a prominent 
monthly magazine, and did not receive as many answers as we 
would from a personal “ad” in THE ITEM. 

THIS IS A POINTER FOR GENERAL ADVERTISERS. 

We believe THE ITEM reaches more cities and towns outside of 
Philadelphia than all the other papers in this city combined. 

LINN & CO., Novelties, 217 S. roth St. 





The S.C. Beckwith Special Agency, 


Sole Agents Foreign Advertising. 
Rookery, Chicago. Tribune Building, New York. 
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FFSSSSSSSSSS 


ARE THERE ENOUGH 
OF THEM TO COUNT 
ON YOUR .... — 
FINGERS’ ENDS sa 


How many women’s papers hold their sub- 
scribers year after year ? &* * * % 
How many women’s papers become more 

practical and useful year after year? D 


HERE’S ONE! D 


WOMANKIND ¢ 


never was so prosperous; never so helpful; 
never so practical; never was looked forward 





to with so much expectancy; never had so 2 
many and so well satisfied subscribers; never 

was capable of doing an advertiser so much D 
g 


Sixty thousand circulation; don’t know how 
many borrowers; the better the paper the more A 
it gets borrowed; for a time at least; then 

the borrowers subscribe ; that’s what Woman- D 
kind borrowers are doing ; they tell us so. 


Thirty cents an agate line; discounts for 
time or space, and one rate to everybody. ‘ 


Wie ‘ 
The Hosterman Publishing Company 


SPRINGFIELD 150 Nassau Street 
OHIO NEW YORK 
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Printers Ink 
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appear once 
a month for 
an entire year 


$1200. 
Pays for a full 
Page 
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i 0 of the population of the 
United States live in towns 
4 0 of less than 10,000 popu- 








lation and in the rural 
districts. 


3 0 live in the 349 towns 
having a population of 
4 JQ _ 10,000 or over. 


These are two illustrations taken from 
our book entitled 


CENSUS FIGURES. 
FOR ADVERTISERS 


The workis replete with interesting facts 
concerning the population according to 
the United States census. Any one an- 
swering this ad will receive a copy free; 
all charges prepaid. Send for one. 





BLADE | 
Big LEDGER 
Wecklies WORLD 


Tinnnees annus + mu08F 


H00 000 copies weekly circulate 
j among the 72% per 


cent class. 




















W. D. BOYCE Co., 
115 FIFTH AVENUE, 
Ad Dept. CHICAGO. 
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THE A-ONES. 


G! “AWNINGS FROM ADVANCE SHEETS OF THE 
1ERICAN NEWSPAPER chiang TORY FOR 1896. 





DAILY NEWSPAPERS. 

) all America no daily paper has credit 

f. solarge a circulation as is accorded to 
th Chicago, Ill., News, and the publish 
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I-MONTHLIFS. 
In all America no other bi-monthly has 
credit for so large acirculation as is accorded 
to Christianity in Earnest, published at 
Philadelphia, and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the yee pe poy Dy 

corded to this paper by a reward of one hun- 
dred dollars, payable to the first person who 

fully assails it. 





5S 
or the American Newspaper Directory will 
grantee the accuracy of the circulation 
ra ing accorded to this paper by a reward of 
or > hundred dollars, paya + ag the first per- 
so. who successfully assails i 


MORNING NEWSPAPERS, 

1 all America no morning newspaper has 
ci dit for so large a circulation as is ac- 
ce. ded to the Phila., Pa., Record, and the pub- 
li.\iers of the American Newspa}j r Directory 
wi | guarantee the accuracy o 

i rating accorded to this paper by a re- 
w:.rd of one hundred dollars, payable to the 
person who successfully assails it. 
TRI-WEEKLY NEWSPAPERS. 
n all America no other tri-weekly has 
ere iit for so large a circulation as is ac- 
cor led to the Amerikansko Slovenske Noviny, 
published at Pittsburg, Pa., and the publish- 
er- of the American Newspaper Directory 
wii guarantee the accuracy of the circula- 
tion rating accorded to this paper by areward 
of one hundred dollars, ae le to the first 
son who successfully assails it. 
SEMI WEEKLIES. 
In all America no other semi-weekly has 
\it for so large a circulation as is ac- 
corded to the Detroit Free Press. and the 
ublishers of the American Newspaper 
irectory will guarantee the accuracy of 
circulation rating accorded to this pa- 
oy by a reward of one hundred dollars, pay- 


abic to the first person who successfully as- 
sails it. 
SUNDAY NEWSPAPERS. 
In all America no Sunday paper has credit 
for so large a circulation as is accorded to 


the Philadelphia Item, and the publishers of 
the American Newspaper Directory will guar- 


antee the accuracy of the circulation rating 
acco rded to this paper by a reward of one 
hundred dollars, payable to the first person 


who successfully assails it. 
SEMI-MONTHLIES. 

In all America no semi-monthly has credit 
for one-half so large a circulation as is ac- 
corded to the Springfield, O., Farm and Fire- 
side, and the publiishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 

BI-WEEKLIES. 

In all America no other bi-weekly has 
credit for so large a circulation as is accorded 
to Die sAbendschule, published at St. Louis, 
and the publishers of the American News- 
paper Directory will guarantee the accuracy 
of thecirculation rating accorded tothis pa- 
per bya reward of one hundred dollars, pay- 
able to the first person who successfully as- 
Sails it. 


MONTHLIES. 

In all America but one other monthly has 
credit for even half so large a circulation as 
is accorded to Comfort, published at Augusta, 
Me., and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded 
to this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully assails it. 

POSITIVELY THE GREATEST 

In all America no other publication of any 
sort has credit for so large a circulation as is 
accorded to Comfort,a monthly, issued at 
Augusta, Me., and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating ac- 
corded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 


RELIGIOUS PAPERS. 

In all America no other religious paper has 
credit for so large acirculation as is accorded 
to the Christian Herald and Signs of Our 
somes, published at New York, and the pub- 
lishers of the Amer.cen Newspaper Directory 
will guarantee the accuracy of the circulation 
rating accorded to this paper by a reward 
of one hundred dollars, payable to the first 
person who successfully assails it. 

METHODIST-EPISCOPAL, SOUTH. 

In all America no monthly religious paper 
issued in the interests of the Methodist Epis- 
copal Church, South, has credit for so largea 
circulation as is accorded to the Sunday 
—- Magazine, published at Nashville 

e 

UNDENOMINATIONAL, SUNDAY. 

In all America no religious paper printed in 
German in the interests of undenomination- 
alism has credit for so large a circulation as 
is accorded to Den Friedensbote, published 
at St. Louis, Mo. 

ROMAN CATHOLIC, SUNDAY. 

In ali America no Sunday religious paper 
issued in the interests of the Roman Catholic 

hurch has credit for so large a circulation 
as is accorded to the Catholic News, pub- 
lished at New York. 

DISCIPLES OF CHRIST, QUARTERLY OR MONTHLY. 

In all America no religious monthly or 
quarterly issued in the interests of the Dis- 
ciples of Christ has credit for so large a cir- 
culation as is aopeeded to the Bible Student, 
published at St. Lou 

METHODIST- A MONTHLY. 

In ali America no monthly religious news- 
paper or magazine issued in the interests of 
the Methodist-Episcopal denomination has 
credit for so largeacirculation as is accorded 
to the Sunday School Journal, published at 


New York. 
SPIRITUALIST. 

In all America no religious paper issued in 
the interests of spiritualism has credit for so 
large a circulation as is accorded to the Ban- 
ner of Light, me eg at Boston. 

KING’S DAUGHTERS. 

In all America no religious paper or maga- 
zine issued in the interests of the Society of 
King’s Daughters has credit for so large a 
circulation as is accorded tothe Silver Cross, 
published at New York City. 


YOUNG MEN’S CHRISTIAN ASSOCIATION, 

In all America no nepeous poner issued in 
the interests of the Young Men’s Christian 
Association has credit for so large a circula- 
tion as is accorded to the Young Men’s Era, 
published at Chicago, Ill. 

CUMBERLAND PRESBYTERIAN. 

In all America no religious paper published 
in the interest of the Cumberland Presby 
terian denomination has credit for so large « 
circulation as is accorded to the Cumberland 
Presbyterian, f omange at Nashville. 

NITED BRETHREN. 

In all amnion no religious paper issued in 
the interests of the United Brethren denom- 
ination has credit for so large a circulation 
as is accorded to the Religious Telescope, 
published at Dayton, O. 

METHODIST. EPISCOPAL, GERMA 

In all America no weekly relgnons paper 
in German, issued in the interests of th 
Methodist-Episcopal ceneuiantinn hacavelits 
for so large a circulation as is accorded to 
Der Christliche Apologete, published at Cin- 
cinnati. 

DISCIPLES. 

In all America no religious paper issued in 
the interests of the denomination of Disci- 
ples has credit for so large a circulation as is 
accorded to the Christian Standard, pub- 
lished at Cincinnati. 
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METHODIST-EPISCOPAL, SOUTH. 

In all America no religious per issued 
in the interests of the Methodist-Episcopal 
Church South has credit for so lai - 
lation as is accorded to the Chi n Advo- 
cate, published at Nashville, Tenn. 

ROMAN CATHOLIC, GERMAN. 

In all America no religious paper issued in 
German in the interests of the Roman Catho- 
lic Church has credit for so large a circulation 
as is accorded to the Katholisches Volksbiatt, 
published at New York City. 

PROTESTANT-EPISCOPAL, WEEKLY. 

In all America no weekly religious paper 
issued in the interests of the Protestant-Epis- 
copal Church has credit for so large a circu- 
Jation as is accorded to The Churchman, pub- 
\ished at New York City. 


CHRISTIANS. 

In all America no religious paper issued in 
the interests of the Christian denomination 
has credit for so large a circulation as is ac- 
corded to Our Young Folks, published at St. 


Louis. 
NON-SECTARIAN, 

In all America no religious paper or maga- 
zine issued in the interests of non-sectarian- 
ism has credit for so la: a circulation as is 
accorded to the Sabbath Reading, pubiished 
at New York City. 

DISCIPLES OF CHRIST. 

In all America no religious paper issued in 
the interests of the Disciples of Christ has 
credit for so —_ acirculation as is accord- 
ss to the Christian Evangelist, published at 


CONGREGATIONAL. 

In.all America no religious paper or maga- 
zine issued in the interests of the Congrega- 
tional denomination has credit fur so large a 
circulation as is accorded to the Missionary 
Herald, published at Boston. 


FRIENDS. 

In all America no religious magazine or 
paper issued in the interests of the Society 
of Friends has credit for so large a circula- 
tion as is accorded to the Friends’ Bible 
School Quarterly, published at Chicago. 

PRESBYTERIAN, WEEKLY. 

In all America no religious weekly paper 
issued in the interests of the Presbyterian de- 
nomination has credit for so large a circula- 
tion as is accorded to the Interior, published 
at Chicago, Ill. 

ROMAN CATHOLIC, WEEKLY. 

In all America no won religious paper 
issued in the interests of the Roman Catho- 
lic Church has credit for so large acircula- 
tion as is accorded to the Sacred Heart Re- 
view, published at Boston. 

METHODIST- EPISCOPAL. 

In ail America no-eligious paper issued in 
the interests of the Methodist-Episcopal de- 
nomination has credit for so large a circula- 
tion as is accorded to the Epworth Herald, 
published at Chicago. 

BAPTIST, WEEKLY. 

In all America no weekly religious paper 
issued ‘n the interests of the Baptist denom- 
ination has credit-for so large a circulation 
as is accorded to the Texas Baptist Standard, 
published at Waco, Texas, and the publishers 
of the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first per- 
son who successfully assails it. 

UNDENOMINATIONAL. 

In all America no religious paper issued in 
the interests of Evangelical teaching has 
credit for so large.a circulation asis accorded 
to the Christian Herald and Signs of Our 
Times, published at New York City, and the 
publishers of the American Newspaper Di- 
rectory will guarantee the accuracy of the 
circulation rating accorded to this paper by a 
reward of one hundred dollars, payable to 
the first person who successfully assails it. 

PRESBYTERIAN. 

In all America no religious paper or maga- 
zine issued in the interests of the Preabyter- 
ian denomination has credit for so large a 
circulation as is accorded to the Westminster 
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Teacher, published at Philadelphia, and the 
pablishers of the American Newspaper Di- 
rectory will guarantee the accuracy of the 
irculation rating ded to this paper by 
a reward of one hundred dollars, payable 
to the first person who successfully assai!s it, 





BA’ > 

In all America no religious paper or maga- 
zine issued in the interests of the Baptist 
Church has credit for so large a circulation as 
is accorded to e iptist Teacher, pub- 
lished at Philadelphia, and the publishers of 

the American bet pe Directory will guar- 
antee the accuracy of the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 
ROMAN CATHOLIC. 

In all America no religious r or maga- 
zine issued in the interests of the Roman 
Catholic Church has credit for so large a cir- 
culation asis accorded to ahoe’s Muga- 
zine, published at Boston, and the publishers 
of the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a rewari of 
one hundred dollars, payable to the first per- 
son who successfully assails it. 

In all America no religion 

n merica no religious r or maga- 
zine issued in the interests of the Lutheran 
denomination has credit for so large a circu- 
lation as is accorded to the Young Lutheran, 

ublished at Greenville, Pa., and the pub- 
ishers of the American Newspaper Directory 
will guarantee the accuracy of the circula- 
tion rating accorded to this paper by a re- 
ward of one hundred dollars, payable to the 
first person who successfully assails it. 
LUTHERAN, WEEKLY. 

In all America no weekly religious paper 
issuei in the interests of the Lutheran ce- 
nomination has credit for so large a circula- 
tion as is accorded to Die Ru hau, pub- 
lished at Chicago, and the publishers of the 
American Newspaper Directory will guar- 
antee the accuracy of the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 

UNITED PRESBYTERIAN. 

In ali America no religious paper issued in 
the interests of the United Presbyterian <e- 
nomination has credit for so large a circula- 
tion as is accorded to the Christian Union 
Herald, published at Pittsburg, and the pub- 
lishers of the American Newspaper Direct- 
ory will guarantee the accuracy of the cir- 
culation rating accorded to this paper by a 
reward of one hundred dollars, payable to 
the first person who successfully assails it. 

PROTESTANT-EPISCOPAL. 

In all America no religious paper or maga- 
zine issued in the interests of the Protestant- 
Episcopal Church has credit for so large a 
circulation as is accorded to St. Andrew's 
Cross, published at New York City, and the 
publishers of the American Newspaper Direct- 
ory will rantee the accuracy of the circu- 
lation rating accorded to this paper by a re- 
ward of one hundred dollars, payable to the 
first person who successfully assails it. 

CONGREGATIONAL, WEEKLY. 

In all America no weekly religious paper 
issued in the interests of the Congregational 
denomination has credit for so large acircula- 
tion as is accorded to the Advance, published 
at Chicago, and the publishersof the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
to this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully assails it. 

SEVENTH DAY ADVENTISTS. 

In all America no religious paper issued in 
the interests of the Seventh Day Adventists 
has credit for so large a circulation as is ac- 
corded to the Signs of the Times, published at 
Oakland, Cal., and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating ac- 
corded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 
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LUTHERAN, SWEDISH. 

In all mane no religious paper issued in 
th Swedish language in the interests of the 
Lutheran denomination has — for so 


large a circulation as is accorded to the ae 
gustana, published at Rock. Island, Ill., and 
th publ hers of the American News’ 


per Directory wa aee the accuracy ot 
th. circulation rat accorded to this pa 

b) areward of one Nundred dollars, paya je 
to ‘he first person wa ow assails it. 


HOLI 

n all America no religious paper issued in 
> interests of the Holiness denomination 
hes eredit for so large a circulation as is ac- 
ecrded to the Christian Witness and Advo- 
caie o Bible Holiness, published at Boston, 
an! the publishers of the American News- 
paper Directory will guarantee the accuracy 
of the circulation rating accorded to this pa- 
pe by a reward of one hundred dollars, pay- 
al 4 the first person who successfully as- 
saiis it. 

RCH OF CHRIST. 

all amerion no ~. ious paper issued in 
th interests of the wen a of Christ has 
cr dit for so , Seine as is accorded 
to ‘he Firm Foundation, published at Austin, 
Tes., and the publishers of the American 
No wspaper Directory will guarantee the 
- uracy of the circulation rating accorded 
to this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully si 

ORMON CHURCH. 

In all auseston no religious paper issued in 
the interests of the Mormon Church has 
er-dit. for so large a circulation as is ac- 
corded to the Juvenile Instructor, published 
at Salt Lake City, Utah, and the publishers 
of the American Newspaper Directory will 
guvrantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, vagable to the first 
person who successfully assails it. 

ADVENT CHRISTIANS. 

In all America no religious paper issued in 
the interests of the Advent Christian denom- 
ination has credit for so large a circulation 
as is accorded to the World’s Crisis and Sec- 
ond Advent Messenger, published at Boston, 
— the publishers of the American News. 

er Directory will guarantee the accuracy 
bf The cireulation rating accorded to this pa- 
per by a reward of one hundred dollars, -- 
able to the first person who successfully as. 
Sails it. 





REFORMED CHURCH. 

In all America no religious paper issued in 
the interests of the Reformed Church de- 
nomination has credit for so large a circula- 
tion as is accorded to the Reformed Church 
Messenger, published at Philadelphia, and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
ulation rating accorded to this paper by 
a reward of one hundred dollars, —— to 
the first person who successfully assails it. 

JEWISH. 
A. all Americano religious paper issued » 
- interests of the Jewish Church has credit 
= so large a circulation as is accord 
the American Israelite, published at Cincin- 
nati, O., and the publishers of-the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 
FRIENDS, WEEKLY. 

In all America no religious weekly paper 
we d in the interests of the Society of 

riends has credit for so large a circulation 
as is accorded to the American Friend, pub- 
lished at Philadelphia, and the ublishers of 
the American Newspaper Directory will 
guarantee the accuracy of the cireulation 
rating accorded tothis paper by a reward of 
one hundred dollars, payable to the first 
person who successfully assails it. 

LATTER DAY SAINTS. 

In all America no religious monthly igsued 
in the interests of the Latter Day Saints has 

credit for so large a circulation as is acco’ 
to the Contributor, published at Salt Lake 






el 


19 


City, and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by a reward of one Shundred dol- 
nae paves ‘payable to the first person who success- 
y assa 
UNIVERSALIST. 

In all America no religious paper issued in 
the interests of the Universalist denomina- 
tion has credit for so large a circulation as is 
accorded to the Christian Leader, published 
at Boston, and the publishers of the Ameri- 
can Newspaper eee will guarantee the 
accuracy of the circulation rating accorded 
to this paper by a reward of one hundred 
dollars, payable > the first person who suc 
cessfully a assails 

ntl MONTHLY. 

In all America no monthly paper maga- 
zine issued in the interests of the Christian 
denomination has credit for so large a eir- 
culation as is accorded to the Missiona 
Intelligencer, at Cinci ti ona 
the pu lishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by a 
reward of one hundred dollars, payable to 
the first person who successfully assails it. 

UNDENOMINATIONAL, MONTHLY. 

In all America no monthly religious paper 
or magazine issued in the interests of unde- 
nominationalism has credit for so large a 
—- as is accorded to the American 
Messe published at New York City, and 
the pu hlishers of the American Newspaper 
Dasehtery will guarentee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully ‘assails it. 

LUTHERAN, QUARTERLY. 

In all America no quarterly religious mag- 
azine or paper issued in the interests of the 
Lutheran denomination has credit for so 
large a circulation as is accorded to the Sun- 
day School rterly, — at York, Pa., 
and the publishers of the American News. 
paper Directory will guarantee the accuracy 
of the circulation rating accorded to thie 
paper by a reward of one hundred dollars, 
pavene to the first person who successfully 
as q 





ROMAN CATHOLIC, SEMI-MONTHLY. 

In all America no religious paper issued 
semi-monthly in the interests of the Roman 
Catholic Church has credit for so large a cir- 
culation as is accorded to the Young Catholic 
Messenger, published at Dayton, O., and the 
publishers of the American Newspaper Di- 
rectory will guarantee the accuracy of the 
circulation pone aomeees to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 

Y. M. C. A. JOURNALS. 

In all America no other paper devoted to 
Young Men’s Christian Association has cred- 
it for (even half) so large a circulation as is 
accorded to the Young Men’s Era, published 
weekly at Chicago. 

CHRISTIAN ENDEAVOR. 

In all America no os devoted to 
Young People’s Societ stian Endeav- 
or has credit for even half so jesge a circula- 
tion as is accorded to the Golden Rule, a 
weekly, —— at Boston, and the pub- 
—— of the American Newspaper Direct- 

will guarantee the accuracy of the circu- 
lation rating accorded to this paper by a re- 
ward of one hundred dollars, payable to the 
first person who renames assails it. 
FREE THOUGH 

In all America no other Free Thought pub- 
lication has credit for so large a circulation 
as is accorded to the Freethought Magazine, 
— monthly at Chicago, and the pub- 
ishers of the American Newspaper Direct- 
ory will arantee the ry y of the 
circulation rating accorded to this per by 
a reward of one hundred dollars, papabie 
to the first person who successfully assails it. 

WISH JOURNALS. 

In all America no other Jewish publication 
has credit for even half so large a circulation 
as is accorded tothe American Israelite, pub. 
lished weekly at Cincinnati, and the publish 
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ers of the American Newspaper Directory 

will guarantee the accuracy of the circula- 

tion rating accorded to this paper by a re- 

ward of one hundred dollars, payable to the 

first. person who successfully assails it. 
AGRICUIURE. 

In all America no other agricultural paper 
has credit for so large a circulation as is ac 
corded to the Farm a ireside, published 
semi-monthly at Springfield, O., and the pub- 
lishers of the American Newspaper Direct- 
ory will guarantee the accuracy of the 
circulation rating accorded to this paper 
by a reward of one hundred dollars, payable 
to the first person who successfully assails it. 

THE DAIRY. 

In all America no other paper devoted to 
dairying has credit for so large a circulation 
as is accorded to the Hoard’s Dairyman, 
published weekly at Fort Atkinson, Wis., 
and the publishers of the American News- 
paper Directory will guarantee the accuracy 
of the circuiation rating accorded to this pa- 
per by arewurd of one hundred dollars, pay- 
able tothe first person who successfully as- 
sails it. 

LIVE STOCK JOURNALS. 

In all America no other paper devoted to 
live stock has credit for so large acircula 
tion as is accorded to Markets,a Ne eny bg wl 
lished at Chicago, and _ the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 

BEE CULTURE. 

In alt America no other paper devoted to 
bee culture has credit for so large a circula- 
tion as is accorded to Gleanings in Bee Cult- 
ure, —- s-mi-monthly at Medina, O,, 
and the publishers of the American News- 
paper Directory will guarantee the accuracy 
of the circulation rating accorded to this 
paper by a reward of one hundred dollars, 
payable to the first person who successfully 
assails it. 


POULTRY. 

In all America no other paper devoted to 
poultry has credit for so large a circulation 
as is accorded to the Farm Poultry, published 
semi-monthly, at Boston, Mass., and the pub- 
lishers of the American Newspaper Directory 
will guarantee the ey: of the circula- 
tion rating accorded to this paper by are- 
ward of one hundred dollars, payable to the 
first person who successfully assails it. 

FLORICULTURE. 

In all America no other paper devoted to 
floriculture has credit for even half so large 
acirculation as is accorded to Purk’s Floral 
Magazine, a monthly, at Libonia,Pa., and the 
publishers of the American Newspa 
ory wi!l guarantee the accuracy of the circu- 
lation rating accorded to this paper by a re- 
ward of one hundred dollars, payable to the 
first person who successfully assails it. 

HORTICULTURE. 

In all America no other paper devoted to 
horticulture has credit for so large a circula- 
tion as is accorded to Green's uit Grower, 
published monthly at Rochester, N. Y., and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 

IRRIGATION. 

In ali America no other publication devot- 
ed to irrigation has credit for so large a cir- 
culation as is accorded to the Arid America, 
published monthly at Denver, 

MEDICAL. 

In all America no other medical and surgi- 
cal publication has credit for so large a cir- 
culation as is accorded to the Medical Brief, 
a monthly published at St. Louis, Mo., and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 


circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 
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DENTISTRY. 

In all America no other dental publication 
has credit for even half so large a circulatio: 
as is accorded to the Items of Interest,a month 
ly, at Philadelphia, and the publishers of th: 
American Newspaper Directory will guarar. 
tee the accuracy of the circulation rating ac- 
corded to this paper by a reward of one 
hundred dollars, payable to the first perso: 
who successfully assails it. 

HYGIENE. 

In all America no other paper devoted to 
hygiene has credit for so large a circulatio: 
as is accorded to the Healthy Home, pub- 
lished monthly at Athol, Mass., and the pul 
lishers of the American Newspaper Director) 
will guarantee the accuracy of the circula 
tion rating accorded to this paper by a re- 
ward of one hun:ired dollars, payable to th: 
first person who successfully assails it. 

SANITATION. 

In all America no other paper devoted tu. 
sanitation has credit for so large a circula 
tion as is accorded to the Sanitary Era, a 
monthly, published at New York, N. Y. 

EDUCATIONAL PERIODICALS. 

In all Americano other educational pub- 
lication has credit for so large a circulation 
as is accorded to the American School Board 
Journal, a monthly, at Milwaukee, Wis., 
and the publishers of the American Newspa 
per Directory will guarantee the accuracy of 
the circulation rating accorded to this paper 
by a reward of one hundred dollars, payable 
to the first person who successfully assails it. 

PENMANSHIP. 

In all America no other paper devoted to 
penmansbip has credit for so large a circula 
tion as is accorded to the Western Penman, 
published monthly at Cedar Rapids, Iowa, 
and the publishers of the American News- 
paper Directory will guarantee the accuracy 
of the circulation rating accorded to this 
paper by a reward of one hundred dollars, 
payable to the first person who successfully 
assails it. 

SHORTHAND. 
In all America no other phonographic pub- 


‘lication has credit for so large a circulation 


as is accorded to the Phonographic Maga- 
—_ published semi-monthly at Cincinnati, 
nio. 
EDUCATIONAL INSTITUTIONS. 

In all America no other paper devoted to 
educational institutions has credit for even 
half so large acirculation as is accorded to 
the Kings College Record, a monthly, pub- 
lished at Windsor, N.8. 

DEAF, DUMB AND BLIND. 

In all America no other paper devoted to 
deaf, dumb and blind has credit for so large 
a circulation as is accorded to the a, 
Mute’s Journal, published weekly at New 
York, N. Y., and the publishers of the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
to this Per by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 

JUVENILE PUBLICATIONS. 

In all America no paper devoted to children 
and young people has credit for so large a 
circulation as is accorded to the Youth’s 
Companion, a weekly, published at Boston, 
Mass. 

SCIENTIFIC PERIODICALS. 

In all America no scientific publication has 
credit for so large a circulation as is accorded 
to Word and Works, a monthly, published at 
St. Louis, Mo., and the publishers of the Amer- 
ican Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
to this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully assails it. 

ORNITHOLOGY. 

In all America no other publication devoted 
to oology and ornithology has credit for so 
large a circulation as is accorded to the 
Oologist, published monthly at Albion, N. Y., 
and the publishers of the American Newspa 

r Directory will guarantee the accuracy of 
the circulation rating accorded to this paper 
by a reward of one hundred dollars, payable 
to the first person who successfully assails it. 














PRINTERS’ 


Law. 
In all America no law publication a 


credit for so large e circulation as is acco’ 
to the Na ter System, publis shed 
br my at St. Paul, 4 inn.,and the publishers 


of the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first per- 
son who successfully a: Is it. 
INSURANCE. 

In all America no insurance publication 
has credit for so large a circulation as is ac- 
corded to the Insurance gory pub- 


ward of one hundred dollars, — to the 
first person who ———— ‘assails it 


In all Amerien ys publication devoted to 
real estate and immigration has credit for 
even half so — circulation os is accorded 
to Der Auswa Deutsche in Ameri- 
ka, published mouthiy at New York. 

BUILDING LOAN ASSOCIATIONS. 

all America no publication “evoted to 

building loan associations has credit for even 
half so large a circulation as is accord 
to the Financial American 
Building Association published 
monthly * Gincinnath. oO. 
HISTORY AND BIOGRAP’ 

In all America no publication = doveted to 
history and biography has credit forso large 
a circulation as is accorded to Current 
tor F pe quarterly at Buffalo, N. ¥., * 
an @ publishers of the American’ News- 
paper Directory will guarantee the accuracy 
of the circulation rating accorded to this 

per by a reward of one hundred conan. 
lly 


News, 


INK. 


lishers of the American Newspaper Di- 

rectory will guarantee the accuracy of the 

circulation rating accorded to this paper by 

a reward of one hundred dollars, — to 

the first person who successfully assails it. 
MATRIMONIAL. 

In all America no other matrimonial pub- 
lication has credit for even a third as large a 
circulation as is accorded to the Climaa, 
E blished monthly at Chicago, and the pub- 
ishers of the American Newspaper Directory 
will guarantee the accuracy of the — 
tion rating accorded to this paper by 
ward of one hundred dollars, vavanie’ ay the 
first person who successfully assails it. 

GRAND =, 

In all America no other Tr devoted 
the Grand Army of the Repu lic has coai 
for even one-twelfth as large Son ——- 
as is accorded to the National Tribu me. pa 
lished weekly at Washington, D. C., and the 
publishers of the American Newspaper Di- 
rectory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who — assails it. 

THE D 

In all America Soother dramatic paper has 
credit for so large a circulation as is accorded 
to the Dramatic Mirror, published weekly at 
New York. 
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AMERICAN M&UHANICS 

In all America no other paper devoted to 
American Mechanics has cre for so large 
a circulation as is accorded to the American 

Mechanics’ Advocate, published monthly at 
Philadelphia, Pa., and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation reting 
accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who fully assails it. 





pape 
at -my gd the first person who 
Is it. 
NUMISM 
Inall America Deathery publication devoted 
to numismatics, philately and antiques has 
credit for even one-quarter as large a circu- 
lation as is accorded to the Mekeel’s Stamp 
News, Le ay weekly, atSt. Louis, Mo.,and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 


SPORTS. 
In all America no other sporting qeper has 
credit for so large a circulation as cord- 
ed to the National Police Gazette, published 
weekly at New York. 

CYCLING JOURNALS. 

In all America no other paper devoted to 

py pe has credit for so large a circulation 

ed to the Bicycling World, pub- 
lished weekly at Boston, and the publis ers 
of the American Newspaper Directory will 
guarantee the ry A of the circulation 
rating accorded to this paper by a reward 
of one hundred dollars, payable to the first 
person who successfully assails it. 

SOCIAL GAMES. 

In all America no other paper devoted to 
social games has credit for so large acircu- 
lation as is accorded to the Whist, published 
monthly at Milwaukee, Wis. 

DANCING. 

In all America no other paper devoted to 
dancing has credit for so large a circulation 
asis accorded to the Ball Room, published 
semi-monthly at Kansas City, Kansas, and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of 
the circulation rating accorded to this pa- 
per by a reward of one hundred dollars, 
payable to the first person who successfully 
assails it. 

FASHIONS. 

In all America no other paper devoted to 
fashions has credit for so large a circulation 
asis accorded to the Delineator, published 
monthly at New York. 

THE HOUSEHO 

In all America no other household publica- 
tion has credit for so large a circulation as is 
accorded to the Ladies’ Home Journal, pub- 
lished monthly at Philadelphia, and the pub- 


UNITED WORKMEN. 

In all America no oiher paper devoted to 
Ancient Order of United Workmen hascredit 
for so large a circulation as is accorded to the 

ansas ‘orkman, published aan} at 
Minneapolis,Kansas, and the aes ofthe 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation — 
corded to this paper by a reward of one un- 
dollars, payable to the first person who 
successfully assails it. 
KNIGHTS OF LABOR. 

In all America no other paper devoted to 
the Knights of Labor has credit for so large a 
circulation as is accorded to the Journal of 

he Knights of Labor, published weekly at 
Philadelphia, Pa. 
LABOR. 


In all America no other labor paper has 
credit for so large a circulation as is accorded 
to the Kight Hour Herald, published weekly 
at Chicago, Ill., and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, cavenle to the first person 
who successfully assails it. 

ORDER OF FORESTERS. 

In all America no other paper devoted to 
Ancient Order of Foresters has credit for so 
large a circulation as is accorded to the 
Ancient . published monthly at 


Brantford, O 
canes OF RED MFN. 

In all America no other paper devoted to 
Improved Order of Red Men has credit for so 
large a circulation as is accorded tothe Wam- 

um Belt, published semi monthly at Marblie- 

ead, Mass. 
KNIGHTS OF HONOR. 

In all America no other paper devoted to 
the Knights of Honor has credit for so large 
acirculation as is accorded to the Knights 
of Honor Reporter, published monthly at 
Boston, Mass. 

FREEMASONRY. 

In all America no other Freemason publi- 
cation has credit for even half so large a cir- 
culation as is accorded to the Masonic Home 
Journal, published semi- pied om at Louis- 
ville, Ky., and the publishers of the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
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this paper by a reward of one hundred 
} A payee bg the first person who suc- 
cessfully assai 


--nt OF PYTHIA! 

In all America no other pape oar dev oted to 
the Knights of Pythias has credit for so large 
acirculation as is accorded to the Sprig of 
Myrtle, published monthly at Minneapolis, 

., and the publishers of the American 
Newspaper Directory will guarantee the ac- 
ouveay of 4% ——— rating accorded 
to this pa ward of one hundred 
dollars, ms peable to > the first person who suc- 
cessfully assails it. 

ODD-FELLOWSHIP. 

In all America no other Odd- rn 4 
publication has — A i 3 lai a circula- 
tion asis accorded . Odd fellow 
Review, published a Fy at St. Paul, 
Minn., and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by a reward of one hundred dol 
lars, payable to the first person who success- 
fully assails it. 








PATRONS OF HUSBANDRY. 

In all America no other paper devoted to 
Patrons of Husbandry has ey for so large 
acirculation as is accorded to the Pomona 
7 moe published “weekly at Providence, 


PATRONS OF INDUSTRY. 

In alt America no other paper devoted to 
Patrons of Industry has credit for so large a 
circulation as is accorded to the Canada 
Farmers’ Sun, published weekly at Toronto, 


Ont. 
COLLEGE FRATERNITIES. 

In all America no other paper devoted to 
college fraternities has credit for so largea 
circulation as is accorded to the Scroll of 
Phi Delta Theta, published bi-monthly at 
Columbus, O., and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating 

accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 
CHOSEN FRIENDS. 

In all America no other paper devoted to 
the Order of Chosen Friends has credit Pa 
so large a circulation as is accorded to the 
= i published monthly at San Fran- 

isco, Cal. 


comm 

In all America no ner “daily, Sunday or 
weekly devoted to anarchism, communism 
and socialism has credit for so large a circu- 
lation as is accorded to the Die Fackel, pub- 
lished Sundays at Chicago, Ill. 

ROYAL ARCANUM. 

In all America no other paper devoted to 
Order of the Royal Arcanum has credit for so 
lerge a circulation as is acco’ the 

al Arcanum Guide, , published monthly 

Winchester, Mass.,and the publishers of 

the American Newspaper Directory will 

guarantee the accuracy of the circulation 

rating accorded to this paper by a reward of 

one hundred dollars, payable to the first per- 
son who successfully assails it. 

RAILWAY EMPLOYEES. 

In all America no pep r devoted torailway 
employees has credit - by large a 

tion, as is accorded ve 
men’s Magazine, a olished monthly at Pe. 


oria, Ill. 
WOODMEN OF AMER 

In all America no paper sy to Ant nage 

men of America has credit for so large a 
circulation as is accorded to the Modern 

men, published monthly at Spring- 
field, Ill. 
BROTHERHOOD OF ST. ANDREW. 

In all America no other paper devoted to 
Brotherhood of St. Andrew has credit for so 
y a circulation as is accorded to the St. 

irew’s Cross, published monthly at New 


pu 
fork, and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 
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ORDER OF FOREST? RS. 

In all America no other paper devoted to 
Independent Order of Foresters has credit 
for so large a circulation as is accorded to 
the Independent Forester, published panne A vg 
ly at Chicago, and the — of the 


American Sowa r Directory will guaran- 
tee the racy of the man = Ay rating ac- 
corded to to this pa per by arew: of one hun- 


dred dollars, pay a yable to the first person who 
successfully assails it. 
PREVENTION OF CRUELTY. 

In ali America n > pepes devoted to Ameri- 
can Society for the revention of Cruelty to 
Animals has credit for so large a circulation 
as is accorded to the Our Animal Friends, 
published 4% at New York. 

LEGICN OF HONOR. 

In all America no paper devoted to Ameri- 
can Legion of Honor has credit for so large a 
circulation as is accorded to the Am n 
Legion of Honor Journal, published monthly 
at ton, —_ 


In all America yr ‘paper Sdoveted to Knights 
of Maccabees has ¢ for so large a circu- 
lation as is accorded to the Indiana Macca- 
bee, published monthly at Wabash, Ind., and 
the publishers of the American Newspa- 
per Directory will congas the accuracy of 
the circulation rat accorded to this paper 
by a reward of one handved dollars, payable 
to the first person who successfully assails it. 
PROHIBITION. 

In all America no paper devoted to prohi- 
bition has credit for so large a circulation as 
is accorded to the Constitution, published 
monthly at New York, and the publishers of 
the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first per- 
son who successfully assa’ 

TEMPERANCE. 

In all America no paper devoted to tem- 
| oy ea has credit for so large a circulation 
as is accorded to the Union Signal, publishea 
weekly at Chicago, Ill. 

AFRO- AMERICAN. 

In all America no paper devoted to Afro- 
Americans has credit for so large a circula- 
tion as is accorded to the Colored American, 
published weekly at Washington, D. C., and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by a 
reward of one hundred dollars, payable to 
the first person who successfully assails it. 

WOMAN'S SUFFRAGE. 

In all America no paper devoted to woman 
suffrage has credit for so large a circulation 
as is accorded to the Woman's Column, pub- 
lished weekly at Boston, Mass. 

FINANCE. 

In all America no paper devoted to finance 
has credit for so large a circulation as is ac- 
corded to the Banker and Tradesman, pub- 
lished weekly at Boston, and the publis' ers 
of the yy Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first 
person who successfully assails it. 

COMMERCE. 

In all America no paper devoted to com- 
merce has credit for so —ix a circulation as 
is accorded to Trafic, published monthly at 
Philadelphia, Pa., and the publishers of the 
American Ne’ “wspaper Direc will guaran- 
tee the accuracy A. beng | circulation rating 

accorded to this paper by a reward of one 
hundred dollars, capable tothe first person 
who successfully assails it. 

ADVERTISING. 

In all America no paper devoted to adver- 
tising has credit for so large a circulation as 
is accorded to the Printers’ Ink, published 
weekly at New York, and the_publish- 
ers of the American Newspaper Directory 
will Goepemmes the ieee: | of the — 
tion rating accorded to this paper by a 
ward of one hundred p* 4 payable to the 
first person who successfully assails it. 
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ANTI-PROHIBITION. 

In all America no anti-prohibition paper 
has credit for so large a circulation as is ac- 
— to Fair Play, published weekly at 

AGENTS’ PAPERS. 

In all America no paper devoted to nts 
has credit for so large a circulation as is ac- 
corded to the Agents’ Guide, published 
monthly at New York. 


BUILDING. 
In all America no paper devoted to building 
has credit for so large a circulation as is ac- 


corded to ——— and Buildi ublish- 
ed monthly at ow York. eres 


CONTRACTORS. 

In all America no paper devoted to con- 
tracting has credit for so large a circulation 
as is accorded to the American Contractor, 
published weekly at Chicago, Ill. 

RCHITECTURE 


A . 
In all America no other iy devoted to 
architecture has credit for so large a circula- 
tion as is accorded to the Architects’ and 
Builders’ Edition of Scientific American, pub- 
lished monthly at New York. 

DECORATING AND FURNISHING. 

In all America no paper devoted to decor- 
ating and furnishing has credit for so large a 
circulation as is accorded to the Decorator 
and Furnisher, published monthly at New 
York, and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by areward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 

BARBERS. 

In all America no paper devoted to barbers 
has credit for so large a circulation as is ac- 
corded to the National Barber and Drug- 
gists’ Gazette, published monthly at Phila- 
delphia, Pa. 


BREWERS. 

In all America no paper devoted to brew- 
ing has credit for so large a circulation as is 
accorded to the Brewer and Malster, pub- 
lished monthly at Chicago, and the publish- 
ers of the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward 
of one hundred dollars, payable to the first 
person who successfully assails it. 


ING. 

In all America no other paper devoted to 
bottling has credit for so large a circulation 
as is accorded to the National Bottlers’ Ga- 
zette, published monthly at New York, and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of 
the circulation rating accorded to this paper 
by a reward of one hundred dollars, payable 
to the first person who successfully assails it. 

WINES AND LIQUORS. 

In all America no athet poor devoted to 
liquors and wines has credit for so largea 
circulaion as is accorded to Bonfort’s Wine 
and Spirit Circular, published semi-monthly 
at New York. 

CARRIAGES. 

In all America no other paper devoted to 
carriages has credit for so large a circulation 
as is accorded to the Blacksmith and Wheel- 
wright, published monthly at New York, and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 


CLOTHING TRADE. 

In all America no other paper devoted to 
clothing and furnishing goods has credit for 
so large a circulation as is accorded to the 
Clothier and Furnisher, published Ly a 
at New York, and the publishers of the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of thecirculatfon rating accorded to 
this paper by a reward of one hund dol- 
lars, payable to the first person who success- 
fully assails it. 


TAILORING. 

In all America no other paper devoted to 
tailoring has credit for so large a circulation 
as is accorded to the Herald of Fashion and 
Journal of Tailoring, published monthly at 
New York. 
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CLOAK JOURNAL. 

In all America no other paper devoted to 
ladies’ wear has credit for so large a circula- 
tion as is accorded to Crerand’s Cloak Jour- 
nal, pubiished monthly at New York, and the 
publishers of the American Newspaper Di- 
rectory will guarantee the soomeeny of the 


eir poe d his pa by 
areward of one hundred dollars, payable 





to 
the first person who successfully assails it. 


Gas. 
In all America no other r devoted to 
has credit for so large a circula- 
tion as is accorded to the Water and Gas Re- 
view, published monthly at New York, and 
the publishers of the American Newspaper 
Directory will guaran’ the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 


CULINARY. 
In all America no other otnery ape 
tion has credit for so large a circulation as is 
accorded tothe A itchen Magazine, 
published monthly at Boston. 


CATERING. 
In all America no othercatering publication 
has credit for so la a circulation as is ac- 
corded to the Hotel and Restaurant, pub- 
lished monthly at New York, and the pub- 
lishers of the American Newspaper Directory 
will guarantee the accurac the circula- 
tion rating accorded t paper by a 
reward of one hundred dollars, payabie to 
the first person who successfully assails it. 


COAL. 

In all America no other publication devoted 
to coal has credit for so large a circulation as 
is accorded to the Colliery Engineer, pub- 
lished monthly at Scranton, Pa., and the pub- 
lishers of the American eee oS Directory 
will guarantee the accuracy of the circula- 
tion rating accorded to this paper by a re- 
ward of one hundred dollars, payable to the 
first person who successfully assails it. 


DRUGS. 

In all America no other drug, chemical and 
pharmacy publication has credit for so large 
a circulation as is accorded to the American 

t and Pharmaceutical Record, pub- 
lish monthly at New York, and the pub- 
lishers of the American Newspaper Directory 
will guarantee the accu of the circula- 
tion rating accorded to this paper by a re- 
ward of one hundred dollars, payable to the 
first person who successfully assails it. 

DRY GOODS. 

In all America no other dry goods publica- 
tion has credit for so large a circulation as is 
accorded to the American Wool a ‘otton 
Reporter and Financial Gazette, published 
weekly at Boston, and the publishers of the 
American Newspaper Directory will guaran- 


paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 

SILKS. 

in all America no other paper devoted tu 
silks has credit for so large a circulation as 
is accorded to the Silk Herald of America, 
published monthly at Paterson, N. J. 

GLOVES. 

In all America no other publication de- 
voted to gloves has credit for so large a cir- 
culation as is accorded to the American 
Glover, published monthly at New York, and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
areward of one hundred dollars, payable to 
the first person who successfully assails it. 

EXPORT TRADE. 

In all America no other exporting publica- 
tion has credit for so large a circulation as is 
accorded tothe Western Review and E. 
Journal, published weekly at St. Louis, Mo. 

FURN! 


ITURE. 

In all America no other furniture publica- 
tion has credit for so large a circulation as is 
accorded to the Ame n Furniture Ga- 
zette, published monthly at Chicago, IIL, 
and the publishers of the American Newspa- 
per Directory will guarantee the accuracy of 
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the circulation rating accorded to this paper 

by areward of one hundred dollars, payable 

to the first person who successfully assails it. 
CARPETS AND UPHOLSTERY. 

In all America no other — devoted to 
carpets and Lae | as credit for so 
large a circulation as is accorded to the 
American Carpet a Upholstery 5 
published monthly at Philadelphia, Pa., and 
the publishers of the American Newspaper 
Directo will guarantee the accuracy of 
the circulation rating accorded to this paper 
by a reward of one hundred dollars, payable 
to the first person who successfully assails it. 


In all America no other provision publica- 
tion has credit for so large a circulation as is 
ed to Markets, published weekly at 
Chicago, and the publishers of the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
to this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 


GROCERIES. 

In all America no other grocery publica- 
tion has credit for so large a circulation as 
is accorded to the Grocers’ Criterion, pub- 
lished weekly at Chicago, and the publishers 
of the American Newspaper Directory will 
guaran accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first per- 
son who successfully assails it. 

con ONERY. 

In all America no confectionery publica- 
tion has credit for so large a circulation as is 
accorded to the Confectioners’ Gazette, pub- 
lished monthly at New York, and the pub ish. 
ers of the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first per- 
son who successfully assails it. 


SEA FOOD. 

In all America no other publication de- 
voted to sea food has credit for so large a 
circulation as is accorded to the Fishing Ga- 
zette, published weekly at New York, and 
the publishers of the American Newspaper 

irectory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable 
tothe first person who successfully assails it. 

HARDWARE. 

In all America no other hardware publica- 
tion has credit for so large a circulation as 
is accorded to the Hardware Dealers’ Maga- 
zine, published monthly at New York, and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 

HOUSE FURNISHING. 

In all America no other house furnishing 
ublication has credit for so large a circula- 
jon as is accorded to the American Artisan, 

Tinner House Furnisher, published 
weekly at Chicago, and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 


CROCKERY AND GLASSWARE. 

In all America no other crockery and glass- 
ware publication has credit for so large a 
circulation as is accorded to the Glass and 
Pottery World, published monthity at Chi- 
cago, and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 


HOTELS. 

In all America no other hotel paper has 
credit for so large a circulation as is accord- 
ed to the Hotel and Restaurant, published 
monthly at New York, and the publishers of 
the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward 


of one hundred dollars, payable to the first 
person who sutcessfully assails it. 
INVENTIONS AND PATENTS. 

In all America no other paper devoted to 
inventions and patents has credit for so 
large a circulation as is accorded to the 
Scientific American, published weekly at 
New York. 

JEWELRY. 


In all America no other jeweler’s publica- 
tion has credit for so large a circulation as is 
accorded to the Keystone, published monthly 
at Philadelphia, and the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 

LEATHER, BOOTS AND SHOES. 

In all America no other boots and shoes 
and leather publication has credit for so 
aoe a circulation as is accorded to the Shoe 
a Leather Reporter, — weekly at 
New York, and the publishers of the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
to this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully assails it. 


y 
LUMBER. 

In all America no other lumber publication 
has credit for so large a circulation as is ac- 
corded to the Northwestern Lu: n, pub- 
lished weekly at Chicago, Ill. 


RIT 

In all America no other maritime paper has 
credit for solarge a circulation as is accorded 
tothe Marine Record a ee | weekly at 
Cleveland, and the pub ishers of the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
to this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 

MANUFACTURING. 

In all America no other manufacturing 
publication has credit for so large a circula- 
tion as is accorded to Trafic, published 
monthly at Philadelphia, and the publishers 
of the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first 
person who successfully assails it. 


M J 

In all America no other mercantile publica- 
tion has credit for so large a circulation as is 
accorded to Business, published monthly at 
New York, and the publishers of the American 
Newspaper Directory will guarantee the ac- 
euracy of the circulation rating accorded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 


ENGINEERING. 

In all America no other engineering pub- 
lication has credit for so large a circulation 
as is accorded to the Locomotive os in 
— monthly at New York, and the pu 

ishers of the American Newspaper Directory 

will guarantee the accuracy of the circula- 

tion rating accorded to this paper by a re- 

ward of one hundred dollars, payable to the 

first person who successfully assails it. 
MINING. 

In all Ameriea no other mining publication 
has credit*for so large a circulation as is ac- 
corded to the Colliery Engineer, published 
monthly at Scranton, Pa., and the publishers 
of the American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable to the first per- 
son who successfully assails it. 

MECHANICS. 

In all America no other mechanical publi- 
cation has credit for so large a circulation as 
is accorded to the Scientific American, pub- 
lished weekly at New York. 

MACHINERY. 

In all America no other paper devoted to 
machinery has credit for so large a circula- 
tion as is accorded to Machinery, published 
monthly at New York, and the publishers of 
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the American Newspa) 
antee the accuracy of the yoo ey rating 
accorded to this paper by a reward of on 
hundred dollars, payable to the first person 
who successfully assails it. 

IMPLEMENTS. 

In all America no other implement publica- 
tion has ey for ing large a circulation as is 
accorded mplements, published 
weekly at amen at the publishers of the 
American Newspaper Directory will guaran- 
tee the accuracy of the circulation rating 
accorded this paper by a reward of one hun- 
dred ba i payable to the first person who 
successfully assails - 


In all America no Solners milling publication 
has credit for so large a circulation as is ac- 
corded to the Dixie Miller, published month- 

at Nashville, Tenn., and the publishers of 
the American Newspar r IMrectory will guar- 
antee the accuracy vd the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, Payable to the first persom 
who successfully assails it. 
PHOTOGRAPHY. 

In all America no other photographic publi- 
cation has credit for so 1 a circulation as 
is accorded to Anthony’s otographic Bul- 
letin, fe ublished monthly at New York, and 
the publishers of the American Newspaper 
Directory will aa the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 

PLUMBING. 

In all America no other plumbing publica- 
tion has credit for so large a circulation as is 
accorded to Heating and_ Ventilation, pub- 
lished monthly at New York, and the pub- 
lishers of the American Newspaper Direct- 
* will guarantee the accuracy of the cir- 

ulation rating accorded to this paper by a 
reward of one hundred dollars, pay: able to 
the first person who successfully assails it. 

POSTAL. 

In all America no other Fret 
has credit a so lesee a circulation as is ac- 
corded to the A BC thf r and Dial 
= Guide, published quarterly at Boston, 


publication 


PRINTING, 

In all Americano other publication devoted 
to printing has credit for so enw acircula- 
tion as is accord to the Inland Printer, 
published monthly at “Chicago. Iil., and the 
publishers of the American Newspaper Di- 
rectory will guarantee the accuracy of the 
circulation rating accorded to this paper bya 
reward of one hundred dollars, payable to 
the first person who successfully assails it. 

STATIONERY. 

In all America no other publication devoted 
to stationery has credit for so large acircu- 
lation as is accorded to the Bookseller, News- 
dealer and Stationer, published semi-month- 
ly at New York, and the publishers of the 
American Newspaper Directory will guar- 
antee the accuracy of the circulation rating 
accorded to this paper by a reward of one 
hundred dollars, payable to the first person 
who successfully assails it. 

PAPER. 

In all America no other publication devoted 
to paper has credit for so large a circulation 
as is accorded to the Paper World, published 
monthly at Springfield, 

RAILROADS. 

In all America no other railroad publica- 
tion has credit forso large a circulation as is 
accorded to the omotive Engineering, 
published monthly at New York, and the 
publishers of the American Newspaper Di- 
rectory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who successfully assails it. 

STREET RAILWAYS. 

In all America no other street railway pub- 
lication has credit for so large a circulation 
as isaccorded to the Street Railway Journal, 
published monthly at New York. 
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TELEGRA 

In all America no other T telegraphic ubli- 

cation hascredit for so 1 a circulation as 

accorded to the Journa 16 the Telegraph, 
published weekly at Peoria, [ 
TRAVELING. 

In all America no other traveling publica- 
tion has credit for so large a circulation as 
is accorded to the Travelers’ Magazine, pub- 
lished quarterly at St. Paul, Minn., and the 
publishers of the American Newspaper Di- 
rectory will guarantee the accuracy of the 
circulation rating accorded to this Paper by by 
a reward of one hundred dollars, payal 
the t person who successfully assails Ny 

TRANSPORTATION. 

In all America no other transportation 
publication has credit for so large a circula- 
tion as is accorded to the Express Gazette, 
published monthly at Cincinnati, O. 


UNDERTAKING. 

In all America no other undertaking 4 

cation has credit for so large a circulat 

is accorded to the Western Undertaker, pub- 

lished monthly at Chicago, Ill. 
LAUNDRY. 

In all America no other laundry 
tion has creditfor so la’ 
accorded to the Sta Room, published 
monthly at Chicago, and the publishers of the 
American Newspaper Directory will 
antee the accuracy of the circulation 
rating accorded to this paper by a reward of 
one hundred dollars, payable A the first 
person who successfully assails 

CIDER AND VINEGAR mona’ 

In all America no other publication devot- 
ed to cider and vinegar making has credit 
for so large a circulation as is accorded to 
the American Cider a Vinegar Maker, 
Bishers of monthly at New York, and the pub- 
ishers of the American Newspaper Direct- 

will guarantee the ene - 4 of the cir- 
on ation rating accorded to this paper by a 
reward of one hundred dotinne, payable to 
the first person who successfully assails it. 
HAY TRADE. 

In all America no other publication de- 
voted to the hay trade has credit for ao jares 
acirculation as is accorded to the Ha 
Journal, published weekly at Cani 


ublica- 
e a circulation as is 


joharie, 


BO AN. 

In all America no other Bohemian paper has 
credit for solarge acirculation as is accorded 
to the Amerikan, published weekly at Chi- 
cago, Ill., and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation rating accorded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it 

In all i Oe no other Bohemian daily has 
credit for so largea circulation as is accorded 
to the Svornost, published at Chicago, and 
the publishers of the American Newspaper 
Directory will guarantee the accuracy of the 
circulation rating accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who naa ‘assails it. 


DA 
In all America no other Danish paper has 
credit for so large a circulationas is accorded 
to Den Danske er, published weekly at 
Omaha, Neb. 
FINNISH. 


In all America no other Finnish popes hes has 
a — 8o large a fee ym as 
American ublished ano 
iy a “Caiamet, Mion ~ | the — of 
the American Newspaper Directo will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a rewa 
of one hundred dollars, payable to the first 
person who successfully assails it. 
FRENCH. 

In all America no other French paper has 
credit for so large a Soe daily Ay is accord- 
ed to the Montreal, at a e La Presse,and 
no other weekly so as yi weekly edi- 
tion of La Presse, ‘and th the (— of = 
American Newspaper Directory will 
antee the accuracy of the circulation rioting 
accorded to this paper by a reward of one 
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hundred dollars, pavebte to the first person 
who successfully —- 


In all America as aher “German daily has 
credit for so acirculation as is accorded 
to the New Y r a 


on Sund 
the Revue, P Ublish ished py York, and = 
per 


will guarantee the accuracy of the 
ctroulatton rating accorded to these papers 
by a reward of one hundred dollars, payable 
to the first person who successfully assails it. 


HEBREW. 
In all America no other Hebrew paper has 
oe for so large a circulation as is accorded 
the Jewish Gazette, published weekly at 
New York. 


ot Gro t, 
at Holland, Mich., and the publishers of 
e American Newspaper Directory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward 
of one hundred dollars, paves’ to the first 
person who successfully assails it. 
ICELANDIC. 
In all America no other pectan Ge paper has 
credit for so large acirculation as is acco 
to the Loeg paegeers, | ublished weekly at Winni- 
peg, Man., an e publishers of the Amer- 
ican Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded 
to this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully assails it. 


ITA! 

In all America no other Italian paper has 
credit for so large a circulation as is accorded 
to the L’ Italia, a= omy weekly at Chicago, 
Ii, and the publishers of the American 
Newspaper Directory will guarantee the ac- 
curacy of the circulation oreting accorded 
to this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully assails it. 


LITHUANIAN. 

In all America no other Lithuanian paper 
has credit for so large a circulation as is ac- 
corded to the Lietuva, published weekly at 


Chicago. 
NORWEGIAN. 

In all America no other Norwegian paper 
has credit for so large a circulation as is ac- 
corded to the Amerika, published weekly at 
Chicago, Ill., and the publishers of the Ameri- 
can Newspaper Directory will guarantee the 
accuracy of the circulation rating accorded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 

NORWEGIAN-DANISH. 

In all America no other Norwegian-Danish 
jy wed has credit for so large a circulation as 
accorded to the Posten og ad Vernen, pu 
lished twice a week at Decorah, Iowa, and 
the publishers of the American Newspaper 
Directory will ——— the accuracy of the 
circulation rat 5 ey | to this paper by 
a reward of one bundred dollars, payable to 
the first person who successfully assails it. 

POLISH. 

In all America no other Polish poper’ has 
credit for so largea ———- as is accorded 
4 Se Wiara I Ojzyzna, published weekly at 

0, Ill., and the publishers of the Amer- 
Sem ‘ewspape: per Directory will guarantee the 
accuracy of the circulation rating accorded 
o this paper by a reward of one hundred 
dollars, payable to the first person who suc- 
cessfully assails it 
PORTUGUESE. 

In all America no other Portuguese paper 
has credit for so large a circulation as is ac- 
corded to the A Uniao ye ~ as , published 
weekly at San Francisco, C: 

SCANDINAVIAN. 

In all America no other Scandinavian paper 

— ad pond for so large a circulation as is ac- 
Vagorutaren, pe ublished weekly 
at "Sullwater, inn., and the publishers ot 
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the American uracy of the elreul ry will gu 
antee the pot A ) 4 ciroulexion rating 
accorded to this paper a reward of on 
hundred pb payable to the first person 
who successfully eee 


onic. 

In all America no en Slavonic paper has 
credit for so large ee ———— as is accorded 
to the Amerikansi e Noviny, pub- 
lished _tri-weekl at Pittsbu , Pa., and the 
a of the American jewspaper Di- 
rectory 1 guarantee the accuracy of the 
circulation reling accorded to this paper by 
a reward of one hundred dollars, payable to 
the first person who ee assails it. 


SPA 
In all Americe no cine Spanish = 
tion has credit for so large a circulation as is 
accorded to the Revista lar, published 
monthly at New York, and the publishers of 
the American Newspaper ctory will 
guarantee the accuracy of the circulation 
rating accorded to this paper by a reward of 
‘one hundred pod ng fon be agh - the first per- 
son who successfully — 


SWED! 
In all America no ones Swedish publica- 


tion has ¢ credit fi ‘or 80 large a — on as is 

e kanska Post- 

en, published weekly at , Minneapolls, Minn. 
ELS 





w 

In ali America no ouner Welsh paper has 
credit for so large a circulation as is accorded 
to the a published weekly at Utica, 
N. Y., and the publishers of the American 
Newspaper Diresor ry will guarantee the ac- 
curacy of the circulation rati rded to 
this paper by a reward of one hundred dol- 
lars, payable to the first person who success- 
fully assails it. 


——— +0 
DR. OSWALD’S PROPHECY. 

In Pittsburg, Boston and Chicago we have 
even now newspapers that can be bought on 
the street for a cent a copy, although the pa- 
per they are printed on costs at least one cent 
and a half, not to mention printers’ ink, print- 
ers’ pay, reporters’ pay, office rent and the 
cost of telegrams. How in the world can they 
afford it, and besides allow the newsboy a 
discount of fifty per cent? 

The advertising manager can answer that 
question; and the time is near when metro- 
politan papers full of good illustrations and 
entertaining stories and news from all parts 
of the civilized world will be distributed free, 
merelyon the chance of attracting the reader’s 
attention to the advertising columns. In the 
ardor of competition, rival publishers will go 
even further and furnish free files and free 
carriers to distribute their papers to hotel- 
keepers, barbers, grocers and depot man- 
agers, who = to display their copies. in 
conspicuous p aces. Advertisements will flut- 
ter from treetops of free pleasure resorts, and 
from the mastheads cf free excursion boats, 
and even the clouds of the firmament will be 
pressed into the service of the placard agen- 
cies.—Felix L. Oswald, M. D.,in the Youth's 
Companion. 


a ee 
HAS AN FSSENTIAL, 
Phrenologist—Your son has a very pro- 

nounced bump of ideality. 
Father—I guess I shall have to make a 
writer of advertisements out of him then. 


___ SPRING. 
The time when a “ deeper crimson comes 
upon the robin’s breast,” and the thorough- 
oing bedbug seeks the leg that tastes the 
st.— Monroe (Mich.) Journal. 


TryING to do business without advertising 
is like winking at a pretty girl through a pair 
of green goggles. You may know what you 
~ doing, but nobody else does\—F. B. Thur- 
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THE ST. PAUL 
DISPATCH 


is the ov/y afternoon paper pub- 
lished in the city of St. Paul and 
has a paid circulation of more than 
15,000 tn excess of any other St. 
Paul Datly. 

Its actual paid circulation for 
the three months ending February 
29, 1896, averaged 31,395, and ‘it 





guarantees an average sale during 


i 
{) 


April, 1896, of more than 33,000 
copies daily. 

It covers its territory both in 
respect to influence and circulation 
to a greater extent than any other 
Western newspaper. 

These facts are worthy of the 
attention of advertisers for North- 
western trade. 





J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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The Leading - 
Republican 
Newspaper 


& of the State of Ohio is the »* 


CINCINNATI 
COMMERCIAL 
GAZETTE 


IT STANDS fearless and foremost as the advocate of 
protection to the home industries on which Cincinnati's 
prosperity is dependent. . @ e:°* ¢ Ss 


INNO OTHER PAPER has such a popularity and 
high standing in Cincinnati and the State of Ohio. 


NO OTHER PAPER has so much value to adver- 
tisers in this field, particularly for trade with all mem- 


bers of the Family Circlen 0 409 0 0 


J. E. VAN DOREN SPECIAL ACENCY, 


PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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A NEW KIND OF TROUBLE IN SIGHT. 
Wasasi, Ind., April 21, 1896. 
Editor of Printers’ Ink: 

Inclosed we hand you copy of letter which 
we have just sent to the National Advertising 
Company of your city. You are at liberty 
to make use of same if you see fit. 

Respectfully, 
Tue Tripune Puswisuinc Co. 
Per H. F. Harris. 


Tue Tripune PuBLisHinG Co. 
“Tue Dairy TRIBUNE.” 
“THe WEEKLY TRIBUNE.” 
G. W. Klare, President. 
W. S. Thompson, Secretary. 
H. F. Harris, Business Manager. 
Wasasi, Ind., April 21, 1896. 
National Advertising Company, No. 141 

Nassau street, New York City: 

GENTLEMEN—Replying to your favor of 
April 14th we note that you say: ‘ Reports 
from Wabash still show that Paine’s Celer 
Compound is not holding its own as it should. 
We also note that you are using liberal space 
in our daily and weekly and p be in another 
daily here, and you suggest the possibility 
that we are not giving you the service that 
you ought to have. e were much surprised 
to receive this statement from you, as we have 
been careful to give you the best service, and 
with our circulation, which is larger thaa 
that of all the other papers here combined, 
you are certainly getting the best possible 
service. 

Just to satisfy ourselves we started out to 
interview the local druggists here. The first 
firm we visited was Sweetser & Clark, and in 
replying to our inquiry as to whether the 
sale of Paine's Celery Compound was keep- 
ing upin a satisfactory manner, Mr. Sweet- 
ser said: 

“The sale keeps up fairly well, but the 
trouble is there is not enough profit in the 
goods. hey have raised the price on us 
75c. per dozen, and there is no inducement to 
push the article.” The traveling men from 
different parts of the country state that this 
same condition exists in all directions. Drug- 
gists are not pushing Paine’s Celery Com- 
pound, simply because there is nothing in it 
for them. We know it is not the fault of the 
newspapers or lack of advertising. It is per- 
fectly natural that druggists will not urge 
the sale of an article on which they realize 
no profit. 

We visited Bradley Bros., Blount & Egbert 
and other druggists here and found the same 
condition of things. The consensus of opin- 
ion was that you are undertaking to make 
druggists pay your advertising bills. 

Now, gentlemen, we have stated the case 
just as we found jit, and you are at liberty to 
draw your own conclusion therefrom. We 
trust, in view of the above, that you will not 
consider that we are not giving you the best 
of service. 

Thanking you for your favors, we remain, 

HE TRIBUNE PuBLIsHING Co., 
Per H. F. Harris. 


a ees 
ANCIENT VS. MODERN. 

“Well, this makes me sick !’’ said the 
brilliant reporter ; ** yet people say that Cz- 
sar was a great man.” 

‘*What’s that ?’”’ asked the managing ed- 

itor. 
‘* Why, he reported to Rome his defeat of 
Pharnaces in the words, ‘I came, I saw, I 
conquered.’ Now that story was worth at 
least an extra, two whole pages and a double 
scare head.” —Truth. 
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BOSTON BEACONS. 
Boston, April 29, 1896. 
Editor of Printers’ Ink: 

The electric car lines in Boston have taken 
to advertising. The new route between Cam- 
bridge and Reabur is announced thusly: 
“ This will prove a delightful route for pleas- 
ure rides, as it is by way of avenues which 
offer much in the way of interesting scenes 
and runs through an attractive residence dis- 
trict. Make up your evening excursion 
parties and charter one of the new open cars.”’ 

Since Printers’ INK published a fac-simile, 
a week or so ago, of the wrapper used in 
mailing Profitable Advertising its publisher 
has received a notification from Washington 
that descriptive matter such as ‘‘ Only pub- 
lication of its kind in New England” is not 
allowable on a wrapper, so a blue pencil had 
to be run through the objectionable lines be- 
fore the last edition could be mailed. 

Pettingill & Co. have temporarily vacated 
the premises at 22 School street, so long oc- 
cupied by them, and after remodeling the 
building will occupy three entire floors and 
expect to have the finest offices devoted to 
advertising in America. The improvements 
contemplated are on so extensive a scale that 
it is intended to make of the new quarters a 
big advertisement for this old yet wide-awake 

rm. 

A witty window sign ornamented a Tre- 
mont street drug store during the torrid hot 
days of last week. It read: “ If this weather 
drives you to drink, try our soda.” 

Av-AGE. 


—— +o 
ILLEGIBLE POSTMARKS. 
New York, April 29, 1896. 
Editor of Printexs’ Ink: 

We average the receipt of at least two hun- 
dred letters per —_. A great many of these 
are from people who omit to give their post- 
office address, and in many instances the 
postmark of the mailing office is so obscure 
that it cannot be made out. It would seem 
that Snares could inaugurate 
a needed reform by nan in | postmasters to 
accountability for failure to legibly postmark 
letters. Repeated failures to comply with 
instructions in this particular ought to be 
sufficient cause for demanding the resigna- 
tion of the officer. A postmark is intended 
for some purpose, and if that purpose is de- 
feated by its illegibility, it might as well be 
abandoned. The agitation of the matter will 
develop a multitude of complainers who suf- 
fer as we have heretofore done in silence. 

Pro Bono PuB.ico. 


TEAPOT QUERIES ANSWERED. 
Cuicaco, April 22, 1896. 
Editor of Printers’ Ink: 

Referring to your teapot contest, if I should 
think that the best ad in any issue was one 
reproduced by the American Newspaper Di- 
rectory, as entered in their $1,000 competi- 
tion, can I vote for it? (Yes.) I presume, of 
course, that their ad is the same as any one 
else’s? (Yes.) 

If such an ad should win the teapot, who 
would receive it—the writer or the American 
Newspaper Directory publishers? (The 
writer.) 

How soon after April closes will the teapot 
be awarded? (May1sth.) If I have acoupon 
of April 8th, can I send it in, say, April 30th, 
or later, and have the vote recorded ? (Yes) 

Yours, Apb-SMITH, 


———_—___<@>—____—_. 
Tue ad of a “second-hand” store even 
should be first class, 
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GUM POETRY. 
CLEVELAND, Ohio, April 24, 1896. 
Editor of Printers’ Ink: 
As you invite original as well as striking 
ads, I think the following comes under this 


SPORTSMEN, READ THIS. 
Once more the earth its icy bond 
By gentle spring is broken, 
And patrons of the rod and reel 
Like good Sir Isaac Walton 


Look forward with a keen delight, 

With joy their hearts are wishing, 
} To see the warm and blissful days 
When they can go a fishing. 


} Also the sons of Nimrod ache 
} To tramp o’er field and bowlder, 
When they can all a pension ) 
With gun upon their shoulder. 


No matter what the sport may be 
In which you seek diversion, 

You'll surely need some chewing gum, 
I venture this assertion. 


I'm certain you will need the best, 
So follow this suggestion, 

You’!l find White’s Yucatan the kind 
That quickly aids digestion. 








head. It surely ought to sell “gum.” It 
was taken out of a theater programme. 
Ben F. Corpay. 





> 





A CIRCULATION THAT 
INCREASIN 
Norrotk, Va., April 24, 1896. 
Editor of Printers’ Ink: - 

I would like to ask what is the significance 
of the fact that the Atlanta Constitution is 
now, and has for about a month, been send- 
ing, to parties who have not either paid for 
or requested it, their Sunday edition, with 
printed address labels, which to all appear- 
ances gives the impression to the post-office 


IS RAPIDLY 


officials that they are for regular subscribers. . 


In many instances the papers come addressed 
to pore who are dead. Yours truly, 
A Citizen. 


—______—_.¢ « ————— 

OVER CAUTIOUSNESS IN BUSINESS. 

To exercise a reasonable amount of care 
is undoubtedly one of the prime requisites 
in bus‘ness. When you see a man who is 
careless about small things you can be pretty 
certain that he is also negligent about the 
more important ones, and that sooner or later 
he will meet with financial disaster. It is 
necessary, however, to take some thii.gs for 
granted. No employer can have complete 
supervision of all those under him constantly. 
Having started them correctly at their tasks, 
he must take it for granted that they will be 
able to carry them out correctly Gemeed. 
In other words, there is such a thing as being 
over-cautious, and thus suffering an im- 
mense amount of unnecessary worry in con- 
sequence.— Shoe and Leather Facts. 

mee an men Lets 
HAVE YOU A LIST? 

A list of your customers and people whose 
trade you would like to cultivate is a very 
valuable thing to have for sending out circu- 
lars, circular letters, etc. good list re- 


quires time to compile, but it is time well 

nt and should be made up under the direc- 
tion of some one who is thoroughly competent. 
After it is compiled it should be carefully 
gone over each time before using—to keep 
the changes of addresses up to date.—Chica- 


go Apparel. 
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THE POSTER FAD. 

One of the quaintest of the fads that remain 
with us is the freakish and fantastic *‘ poster ”’ 
fad. The poster fad is sui generis. Its sins 
are all absolved for art’s sweet sake, its cru- 
dities overlooked for a certain flaring origin- 
ality. The men whose names go knocking 
the edges off the corridors of fame in poster 
lore are geniuses of a particularly morbid 
and flamboyant description. They are dab- 
blers in color possibilities, rioters in tint, 
revelers in fantasy. For the realities they 
have neither use nor respect. Exaggeration 
is their forte—nightmarish effects their 
studied theme. The most commonplace ob- 
jects assume under the Mephistophelean 
touch of the poster artist a grotesquerie al- 
most diabolic. When the poster artist draws 
a woman she is either a mermaidish freak of 
femininity or a weird creature of the beauty 
that haunts the dreams of delirium. His 
men are long-limbed and Herculean giants 
of an animal soddishness, or gnome-like 
monsters who scowl like the villains in the 
old-fashioned melodramas. Poster contrasts 
are sharp. The blacks and shades cut like a 
knife, the colors sting like a whip. Outlines 
are accentuated, perspectives abolished—the 
result a mad carnival of design, that it must 
be admitted is not wholly devoid of an exotic 
attractiveness of its‘own. How long this 

ster craze will last, who knows? Just now 
it isat its height. Weird dames of ancient 
Venice pose in lackadaisical fashion on the 
handbills of the magazines; Circean nudities 
trail their charms over the billboards of the 
theaters—mermaids of large-eyed seductive- 
ness flaunt their sinuous torsos in announce- 
ments that flame with the merits of a new 
soap. Where will it allend? What will be 
the outcome, what its ultimate influence on 
normal, healthy American art ?—Philade/- 
phia Call, 


: _— P 
TERSE AND TRUE. 

If you can’t sell the goods as good and 
cheap as you advertise, don’t advertise them 
that way, and don’t claim they are a bit bet- 
ter than they really are. Honest ads, honest 
in their adjectives, honest in their promises 
and prices, honest in every particular, aré 
the ones that make money. o matter what 
it costs, when once you promise anything in 
your ads—no matter what—live up to it, to 
the letter. If you say so,do so, and if you 
don’t mean to do so, don’t say s>. The old 
saying, *‘ A satisfied customer is the best ad- 
vertisement,” has lots of truth in it, but the 
other side of the question is truth itself— 
“* A dissatisfied customer is the worst adver- 
tisement.’’ And the only way to make a 
customer satisfied is to do as your ads say 
you will. That's good advertising.—Minne- 
apolis Journal, 





++ 
EXPLAINED. 

Passing along Kearny street a few days 
ago I noticed in the window of a clothing 
dealer a number of articles for sale, each hav- 
ing on it the legend: “ Tailor made.” I in- 
quired of the undersized proprietor who was 
standing at the door the reason he marked 
- article. With a knowing look he re- 
plied : 

“Yust to let de beeples know they wasn’t 
at by a putcher.”—San Francisco Town 

alk. 








“It excites curiosity’ is a popular excuse 
for peculiar catch-lines and apparently ir- 
relevant titles. How far this is a good ad- 
vertising method is open toa good deal of 
question 
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A $5 Book 


Charles Austin Bates’ new 700-page 
book, ‘Good Advertising,” contains 175 
chapters, and is intended for business men 
who want more business. It is of especial 
value to those advertisers who are not getting 
good returns from their advertising. 

It is largely a book of facts. It tells 
how. It suggests. It. advises. It gives 
experiences. It treats upon every phase of 
advertising. It tells all about type, borders, 
display, size of space to use, amount of 
money to spend, mediums to use. Ideas 
stick out of every page. 

The price is $5 by prepaid express, 


or 50 cts. 


We have taken 12 chapters of general 
interest from ‘‘ Good Advertising,’’ and made 
up a 96-page book, nicely bound in paper. 
The pages are exactly the size of the com- 
plete book, and the printing is from the 
same plates, in both instances, You can 
get a good idea of what ‘* Good Advertising” 
is by reading this 96-page book. The price 
for it is 50 cents. 

Each book contains a coupon good for 
50 cents. If you like the 12 chapters and 
want the other 163, you can send us $4.50 
and the coupon, which will be accepted for 
50 cents, and we will send you a handsomely 
bound volume of ‘‘ Good Advertising.”” Thus, 
if you don’t want the complete book, it will 
have cost you only 50 cents to find it out. 


HOLMES PUBLISHING CO., 15 & 17 Beekman St., N. Y. 
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SECOND-CLASS MAIL MATTER—THE 
LAW 





From the “Missouri Editor” for April. 

x. It must regularly be issued at stated in- 
tervals as frequently as four times a year 
and bear a date of issue, and be numbere 
consecutively. 

2. It must be issued from a known office of 
publication. : 

3. It must be formed of printed paper 
sheets, without board, leather, cloth or other 
substantial binding, such as distinguish books 
for preservation from periodical publications. 

4. It must be originated and published for 
the dissemination of information of a pu 
lic character, or devoted to literature, the 
science, arts or some special industry, and 
having a legitimate list of subscribers, pro- 
vided, however, that nothing herein contained 
shall be so construed as to admit to the 
second-class rate regular publications, de- 
signed primarily for advertising purposes or 
free circulation, or for circulation at nominal 
rates. 

REGARDING SAMPLE COPIES. 

Sec. 290. Sample copies, which may be 
sent by publishers from the office of publica- 
tion at the pound rate, are defined to be 
copies sent to persons not subscribers for the 
purpose of inducing to subscribe or advertise 
or become agents therefor. In determining 
their admissibility as sample copies, the fol- 
lowing rules should be —- namely : 

1. They must be exactly like the regular 
edition sent to subscribers. When made up 
as a special edition different from the regular 
edition of the same date for subscribers, or 
containing advertisements in addition to those 
in the regular edition, they are not sample 
copies, but third-class matter. 

2. Sample copies should be plainly marked 
as such, either on the wrapper or exposed 
face of the package. 

3. Several sample copies may be inclosed 
in one single wrapper, to one address, or may 
be sent in one wrapper addressed to the post- 
office, and each paper Seven pean folded, 
addressed to some patron of the office, and 
marked or printed ‘‘sample copy” on the 
wrapper or on the exposed face of each of the 
papers separately addressed. 

4. Extra numbers of second-class publica- 
tions sent by the publishers thereof, acting as 
the agent of an advertiser or purchaser, to 
addresses furnished by the latter, are not 
sample copies, but are held to be subject to 
postage at the rate of one cent for each four 
ounces or fraction thereof, the same as if 
mailed by the advertiser or purchaser him- 
self. (Sec. 302.) 

5. After a publication has been admitted to 
the second class the continuous mailing by 
the publisher of sample copies in numbers’ 
exceeding the issue to regular subscribers, or 
of such copies continuously to the same per- 
sons will be deemed evidence that the publi- 
cation is primarily designed for advertising 
or free circulation, and the sample copies 
should be detained until the facts can be as- 
certained. The postmaster should promptly 
report the case to the Third Assistant Post- 
master-General. 

6. Sample copies are not entitled to free 
county circulation, and must be mailed sep- 
arately from editions that are, and prepaid at 
the pound rate. 

7. Sample copies must not be inclosed in 
the same package with copies intended for 
subscribers. If so inclosed they must be re- 


” 


turned to the publisher for separation. 
8. Sample copies cannot be mailed by news 
ogents at the pound rate, 
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THE LAW AS TO SUPPLEMENTS. 

Many newspapers unwittingly violate the 
law in issuing supplements. A great com- 
motion was caused a short time ago by the 
postmaster at Lebanon refusing permission 
to the Rustic to issue some “ free silver mat- 
ter’? asa supplement. Two years ago the 
editor of the Clinton Repuddican reported to 
the postal authorities a number of Missouri 
newspapers that sent out Stone’s speech as 
supplement without the required date line. 
Recently the Repudlican has been sending 
out a supplement which is also sent out at 
second-class rates in violation of law. No 
Missouri a ny however, has thought 
proper to report the Repudlican, and it pur- 
sues its law-breaking way weekly. Nearly 
all the Boone county newspapers sent out 
last week in illegal form the county financial 
statement. 

The provisions as to supplements are really 
the most intelligible parts of the ——_ law. 

SEc. 287. Supplements Admitted as Second- 
class Matter.—That publishers of matter of 
the second class may, without subjecting it 
to extra postage, fold within their regular 
issues a supplement; but in all cases the 
added matter must be germane to the publi- 
cation which it supplements, that is to say, 
matter supplied in order to complete that to 
which it is added or supplemented, but omit- 
ted from the regular issue for want of space, 
time, or greater convenience, which supple- 
ment must in every case be issued with the 
publication. (Act of March 3, 1879, sec. 16, 
20 Stats., 359.) 

Sec. 288. Rules for Determining the Char- 
acter of Supplements. —In determinin 
whether supplements, though folded for mail- 
ing with regular issues, are within the statu- 
tory definition, the following rules may be 
employed when applicable, namely : 

1. A publication entirely distinct from and 
independent of the regular issue, but com- 
plete in itself, especially if it be not germane 
to the regular issue, nor connected therewith, 
cannot be adopted as a supplement. 

2. Circulars, handbills, show-bills, posters 
and other special advertisements cannot be 
adopted as supplements. 

é Matter printed elsewhere than at the 
office of publication, to be used as supple- 
ments to various newspapers for the purpose 
of securing circulations to advertisements of 
private business, cannot be used as supple- 
ments. 

4. Supplements printed at, or elsewhere 
than at, the office of publication must be 
printed for the purpose of being used as sup- 
plements for such publications, and not for 
another distinct alaueens use. 

5. Publication of statutes, ordinances, pro- 
ceedings of public or deliberate assemblies, 
boards or conventions, advertisements of tax 
rates or other notices or advertisements re- 
quired by law to be published, whether gra- 
tuitously or for compensation, are proper 
supplemental matter. 

6. Supplements must, as the law requires, 
be folded with the regular issues they pur- 
port to supplement. If mailed otherwise, 
postage must be prepaid at the third-class 
rate. 

7. Supplements must in all cases bear the 
full name of the publication with which they 
are folded, preceded by the words ‘‘ Supple- 
ment to —— ——,”’ and also the date corre- 
sponding to the regular issue. 

8. Maps, diagrams or illustrations, which 
are referred to in the publication, or form a 
necessary part thereof, are admissible, as a 
part of the publication itself, without the 
words ‘* Supplement to —— ——.’ 
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9. Supplements must not be combined with 
orders for subscriptions, or bill or receipts 
for subscriptions, this being expressly pro- 
hibited by law. (Sec. 308. Act of 20th Janu- 
ary, 1888.) 

SEC. 289. Publications Containing Ille- 
gal Supplements; how ated. — Newspa- 
pers containing sheets or additional matter, 
not legally admissible as supplements, should 
be treated at the mailing office as third-class 
matter, and postage required accordingly. If 
the publisher desires to appeal to the Third 
Assistant Postmaster-General he can do so 
by making a deposit for the issue mailed az 
the third-class rate with the postmaster, of 
which the excess over second-class rates will 
be refunded, if the Department decides the 
matter to be admissible as supplements. 
Newspapers containing illegal supplements, 
arriving at any office ol dlivey without evi- 
dence of prepayment by stamps affixed, 
should be rated up, and postage collected on 
agar the first-class rate, as required by 
law. ( section 309.) 





NOTES. 


Tue American Type Founders’ Co. issues 
a brochure of Popular Type Faces that is a 
marvel of beauty. 

Our Monthly, a magazine published at 
Toronto, Canada, publishes nothing but the 
work of Canadian authors. 

Tue “Hints on Advertising,” which ap- 
pear in the Minneapolis Yournad/, constitute 
a valuable feature of that newspaper. 

THE question is: Not what it will be, but 
what it has been. Our sworn circulation 
for 1895 was 497,119.—Pigua (O.) Daily Call. 

Tue average daily sworn circulation of 
the Minneapolis 7rzdumne for the month of 
March, 1896, was 41,491,s0 Mr. Van Doren 
says. 

Tue Y. M. C. A. of Rochester has appro- 
priated $700 for advertising in daily newspa- 
pers. This advertising is to be in hie of an 
association publication. 

Tue bulletin of the American Publishers’ 
Association suggests that there would be a 
good opportunity for a special agent to solicit 
only for medical journals. 

In a Poughkeepsie saloon, over the whilom 
lunch counter, now standing bare, is hung 
this pathetic notice: 

“The ‘Raines’ have washed the lunch 
away.” 

A Harem butcher and dealer in provis- 
ions has a new sign on the sidewalk which 
states that ‘* This is the store where Mrs. 
Thrifty and all the Thrifty family deal.”— 
New York Mail and Express. 

A REAL estate dealer in New York is dis- 
tributing envelopes entitled, ‘* Solution of the 
Raines Law.” Inside is a circular statin; 
that the solution is to get out of New Yor 
into New Jersey and buy lots and homes on 
his property. 

WituiaM M. CampseLt, chief of police at 
Schenectady, N. Y., has issued an order that 
a license must be procured to sell papers on 
the streets, except those published in that 
town. It is a blow directed at outside pa- 
pers, which are gaining large circulations to 
the detriment of the local sheets.—N. Y. 
Journal, 

Tne chief of police in each Russian dis- 
trict passes upon all printed advertisements, 
as well as upon the text of papers and maga- 
zines, and recently two bicycle-tire firms had 
their advertisements returned as “‘ not avail- 
able,’? because one contained the words 
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** sensational novelty ’’ and the other “ beats 
everything. '—San Francisco Argonaut. 

W. C. Lorrus, who has six Broadway 
stores, and who advertises them in the dail 
a 208 and on the cable cars, hzs for his 
egend, ‘‘ $15, no more and no less,” for a 
suit of clothes made to order. The cablecar 
advertisement is quite artistic. On one end 
of it a young man stands in front of a mirror 
viewing his suit and throwing roses at his 
counterpart. Under the picture are the 
bee “He is throwing bouquets at him- 
self.” 

Sr. Paut now has a free Sunday newspaper. 
It is called the Day of the Week, and is de- 
livered by carrier system. The publishers 
are the Banning Advertising Company, and 
they make a sworn statement of 30,000 local 
circulation. Similar ventures tee been 
made in other cities, but the difficulty of 
making people appreciate anything whi h 
costs nothing has been usually so discourag- 
ing that their projectors have soon retired 
from the struggle.—Newspaper Maker. 

IF athing is not patented, all men have the 
right to make and sell it, to the use of its 
name, and to every word in the language to 
aptly describe it. Such is the reason given 
by the Supreme Court of Alabama, in the 
case of Scott v. Standard Oil Company, 19 
So. Rep. 71, why a word descriptive of a 
thing cannot be used as a trade-mark for it, 
and the courts will not protect the exclusive 
use by one person of words which are thus 
necessary to all, and equally belong to all. 
Thus it holds that the term “fireproof,” 
used with reference to an illuminating oil, 
cannot be protected as a trade-mark even for 
the party first introducing oil of a particular 
quality and applying that appellation to it.— 
Business Law, Chicago. 


2 ed 
BEARDSLEY CIRCUS POSTERS. 

If the samples of circus posters filed for 
copyright with the librarian of Congress are 
criterions to go by, the small boy will see 
some interesting lithographs on the fences 
and bill-boards the coming summer. The 
corporation which owns the two biggest 
shows in the country has spent a good deal 
of money for its printing for 1896, and it has 
filed copies of every lithograph, in compliance 
with the copyright law. The Aubrey Beards- 
ley style of art is recognized for the first time 
in circus lithographs, and reaches the apogee 
of its existence in these posters. The effects 
of this fantastic style applied to drawings of 
the beasts of the menagerie can readily be 
imagined. The Beardsleyized lions and tigers 
are interesting studies. The tiger, partic- 
ularly, affords an opportunity for an extreme 
and effective use of the Beardsley style.— 
The Bill Poster. 


—-—_+2+—__—_. 
THE POSTER. 

No observing person will deny that the 
poster has an important sphere of its own, 
and a distinct method of inviting and retain- 
ing public attention. It possesses features 
not competitive with any other advertisin 
medium. Being susceptible of unlimite 
color, it arrests and centers attention when 
many other mediums fail.— 7he Bill Poster. 

—_+—> + 
WRITES INTERESTINGLY. 

“A successful writer? I should say he 
was! Every day thousands of women gloat 
over every word he writes.” 

“My, O my ” 

“ He constructs the advertisements for one 
of the big department stores,” 








34 





FROM CHICAGO. 

The bargain store is one of the mysteries 
of trade. On State street, in this city there 
is, at a guess, a dozen of this sort of estab- 
lishments and every one of them is a liberal 
advertisers and catch a great deal of trade, 
by advertising a special sale about once in 
two days. It seems as if the bargain hunter 
must be a very credulous being or he would 
begin to think after a while that no business 
can be conducted on a basis of selling at less 
than cost and continue for a very long time. 
I mentioned this matter to a lady friend not 
long ago and she rather got the best of me by 
rep ying: ‘“‘Well, they do not stay long. 
There’s The Sun and The Leader and The 
Columbus Store and Friend’s and goodness 
knows how many others that have gone out 
of business within two years, because they 
could not make money.” In spite of the 
failures there are a number of them that con- 
tinue to do business and enlarge every time 
they can get a lease to additional rooms and 
they even spread out with branches in other 
cities. 

The sign writers of the town have aban- 
doned the smart window sign lately and a trip 
through the business district did not lead to 
the discovery of more than one sign of this 
sort. This was one which read: “ High art 
at chromo prices.’”” The windows are just as 
full of signs and price cards as ever, but they 
are only mere statements of names and prices 
with an occasional little bit of self puffing. 

Three of the big stores have put up awn- 
ings of evergreen branches, woven together 
in an artistic manner, and the windows under 
them are very attractive. The stores look 
cool and comfortable, though they are so 
well filled that they do not fulfill the promise 
of their appearance. 

Carson, Pirie, Scott & Co., whose ads in the 
am ag are always neat and attractive, have 

egun the publication of a magazine called 
the Carson-Pirie Month/y, that is attracting 
attention from its dainty beauty. It is of the 
Chap Book size and has 48 pages of reading 
matter, besides the advertisements, in it. 
There is a good story, and then a consider- 
able amount of talk about styles and flowers 
and housekeeping that must be a delight to 
ladies, all of which is more or less of adver- 
tising for goods for sale by the publishers. 
The magazine is printed in two colors 
throughout, the body type being black and 
the heads and sub-heads in carmine. The 
price is ro cents a year, 2 cents acopy. Some 
of the ads of the firm in the display pages 
are very good. I quote some of them: 

“Two hands with but a dollar bought two 
gloves at price of one.” 

“* Every cape has a silken lining,’ referring 
to shoulder capes. 

* Fine leather makes fine belts.” 

“Haste makes waste—at least the cheap 
waists offered around us seemed to have been 
made in haste to repent of at leisure.” 

“ The song of the shoe is a duet on the soft 

al—with ‘her’ feet clad in ball bearing 
icycle footwear.” 

ere is one that is pretty bad and almost 
needs diagraming: 

“ Revenge is sweet, but for giveness’ is 
sweater.”’ 

* Born to hang, and every one of them has 
the ‘ hang’ that distinguishes the smart skirt.’ 

“The lass of fashion is just as careful 
about the ‘ mold of form’ in a bicycle cos- 
tume as in a reception gown.” 

“Even a wheel will turn the tide of trade 
to our counters—and when there’s a boy 
pushing the pedals the trip is a short one. 
Boys’ bicycle suits, etc.”’ 
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The advertising of this firm is always good, 
as is that of Schlesinger & Mayer and Mar. 
shall Field. These people advertise as if 
they felt like dignifying their statements, and 
wanted to attract business by telling the 
plain truth. Neither of them try any hurrah 
methods in advertising, and as a consequence 
they stand in the front ranks among Chicago 
merchants, while some of the others are al- 
ways spoken of as cheap stores, though this 
is only true often in the sense of low prices. 
Miter Purvis. 





WHERE TO COMMENCE. 

Because a great concern’s success is sud- 
denly brought to your notice by some adver- 
tising in certain mediums, it does not follow 
that that is the path to their success. Let 
me illustrate by telling of A and B. A com- 
menced business ten years before B. Both, 
however, at the time of this incident, were in 
the same business. A divided the country 
into sections, and, by the gradual process of 
keeping at it, placed his wares in retail dis- 
tributing points all over. Then advertising 
enlarged—it took in the people at their homes 
and the dealers at their places of business. 
Everything was closely followed up. When 
the goods were so placed and advertised that 
there was a reasonable chance that a buyer 
would get what he asked for in one store if 
he did not get it in another, the general me- 
diums of advertising that have national and 
international circulation were used— and 
when that was done B suddenly awoke. 
Great Scott! A had grown enormous while 
he (B) was still only a local giant Surely 
A had tried every means and at last had 
come to the mediums of national and inter- 
national circulation as the best of all. What 
an opportunity for a short cut. He (B 
would commence where A was ending. An 
he did. Advertising “ experts’ have patted 
him on the back and complimented his work 
as being just right, very clever, and all that. 
The work is clever—but it is not just right. 
In the first place a buyer’s curiosity may 
sufficiently aroused by an advertisement of 
any kind to cause him to ask once, or per- 
haps twice, and in rare cases even three times 
forathing. After three failures he is apt to 
stop. The novelty of the advertisement has 
lost its power with him. B did not appreci- 
ate properly the fact that nine-tenths of the 
circulation of the mediums he was using was 
in territory where he was unknown, a cipher 
—that he was, for all practical oupee 
paying ten prices for one customer. e di 
not appreciate that A had commenced at 
the foundation first and not at the roof. He 
squandered a fortune and is still only a local 
giant, minus a few limbs that A has secured. 
—Henry D. Morrison, in Profitable Adver- 
tising. 

REVERSED. 

A young man had »cen talking to a bored 
editor for quite a quarter of an hour, and at 
last observed : 

“ There are some things in this world that 
go without saying.” 

“* Yes,” said the editor, “‘ and there are still 
more persons in the world who say a good 
deal without going.”—Ram’s Horn. 


PLINY’S AD. 

Teacher (addressing the class)— How 
simple and yet sublime is the beautiful and 
detailed ve which Pliny the younger 
gives us of the house in which he lived! 

Little Isaac (aside to his neighbor)—Most 
likely he wanted to sell it !--Weiner Lu/t. 





W Satire 
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IN THE COUNTRYWOMAN’S EYES. 

“Tt beats all,” exclaimed Mrs. Clovertop, 
who had just returned from a visit to the 
city. ‘It beats all how some folks git along 
in-this world! Ther’s Harry Stavers, for 
instance. You know Harry. When he was 
to home here he never was no good at real 
work. He’d go dawdling about all day long 
starin’ into a book, and when he wasn’t 
readin’ he’d be scribblin’ stuff for the papers 
and magazines. I never saw the like of him, 
and I always said he’d never amount to 
nothin’. 

** But law, it does seem as though the lazier 
and the good-for-nothir’er some folks are, 
the easier they slide through the weet, 
When I was in the city I called on ae 
always kinder liked Harry in spite of his 
shiftlessness. Well, what do you think! 
Harry’s editor of a paper down there, and 
they do say he gits pretty good wages, too. 

‘But, for my part, I can’t see how folks 
can pay a man hee doin’ nothin’ at all. 

jo has a nice room full of books and 
things, and a big desk, with a big krinkly 
kiver that shuts it up as cute as you please 
when he ain’t usin’ it, and there e sets all 
day as grand asa lord, receivin ’ callers. 

“Folks are all the time comin’ in to tell 
him what’s goin’ on, and they tell him what 
side to take on all kinds o’ questions, and 
what ought to go into the paper and what 
oughtn’t; and, more than that, they bring in 
stuff already written—enough in one day 
sometimes to fill his paper for a week. 

“And they tell him just how to run his 
aper, so you see he don’t have to bother his 
ead much about it. 

“TI never did see such luck. I told Harry 
he ought to bless his stars, for I never see 
anybody who got a livin’ half so easy. 

“ Harry jest smiled and said: ‘Think so, 
Mrs. Cloverto ?’ Jest in his quiet way, 
you know. hink so!’ said I. ‘Well, I 
should think I did.’ 

“But, do you know, I don’t b’lieve he half 
appreciates his good fortune. Some folks, 
you know, never are satisfied.’’—Boston 
lranscript. 


es 
Classified Advertisements. 


Advertisements under this head, two lines or more 
without di: y, 25 cents a line. — be 
han in one week in advance. 
WANTS. 
W Yo AGRICULTURIST, Racine, Wis. 
copies ; aed 


H’ ama 1 col., 2 col., 
E NGRAVING co.; umbun, 


W ISCONSIN AGRICULTURIST, masten, Wis. 
Advertisements at $! for 5 lines. 


W eo to A a Republican country news- 





. BUCHER 


ys those who use 


WANTED—Advertnig ;it 
RNAL, d. and w. 


the Flushing, N. Y.. JO ,JO 
D. LA COSTE, special new 
I « ative, 38 Park Row, New New Yorke P Dailies on = 


} OTEL due bills wanted. State price desired 





and quantity. “ CASH,” care Printers’ Ink. 
"RE A rag pate Youngstown, Ohio 8400d., 
: 6,000 w. Wants first-class advertise ments 
only. 


] PAXTON (Ohio) MORNING TIMES and EVENING 
NEws, 14,000 daily, create a “ want” for prop- 
erly advertised goods. 


W ANTED, printed but not wes 
sample. state quantity. 
182 Monroe! St., Chicago. 5 


‘END ome —- and les and advertising rates ot 

y 

os ~~ eo ae nes to A. R. PHIL- 
‘sport, Gerry unty, 8. C. 


postals ; send 
w.Ss. PARKE R, 
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A®@ at ge to send two stamps for circular 
cuts—really good cuts at really small 

pa R. L. CURRAN, 150 Nassau S8t., New York. 


7E will reproduce any cut printed rag 4 
white paper, 1 - for 50c 


Ww 


per square inc BUCHER | ENG VING 
Go. opium bus, O. 
N ANY of the foremost business and profes- 
4 sional men won their success by the aid of 
shorthand. Learn home, reular 
sent free. I. P. SNELL, Truro, N.S. 8. 
W iULiade drug store in Ashland SS 0d ~~ 
tucky, on io river), worth 
half interest in new: r north of Ohi io ver ; 
wish to m ed: ial and business depart- 
ments. Lock x 75, Ashland, Ky. 
N old-established and well-known advertisin, 
vi exceptio. acilities, 


agency, ng 
desirous of taking entire control = Ay? Lae a 
ing of a well-known and a Pe 
trade —— or newspaper. po wd 
Office 


Ww Active, energet energetic man to buy 
rest in an old-established and fully 
equipped job and er leading city 
in Vermont. pers—one the a 
meg of | the State. Low price an 
RETT & JOHNSONS, arlington, Vi ve 


A PUBLISHER said it The heading you de- 

e Vi or our r e 
davallieeela of all. ale a pubiloutiee could’ be 
so improved in 
a handsome an: 





resent appearance, no thought of givi ita 

Prial rial. Sketch submitted on aperoval; ;no change 

t —_ acce a =e returned. Send he vy nA 
ing. 


xact size ead wo! 
MOSELEY, "8 Hill St., Elgin, I 


W E have a number of a of onsen of 
books a in cloth and paper, r: ng 
ice from en cents each to coven een 

2 a a full I list of ti tities admirably 
for premium pur e will exchange any 
quantity of these—from } a. to fifty thousand— 
with any first-class paper that wants to use them 
for premium purposes, and will take payment 
entirely in advertising space, provided the me- 
dium is first class ; country weeklies or dailies 
ony B First come, first serv Address, 
hy a rock advertising rates, GOOD 
— TH PUBLISHING CoO., P. O, Box 1020, N. Y. 
y- 


- > 
SPECIAL WRITING. 


A WEEK ; original editorials for weeklies ; 
fullcomplement. * PITT,” Printers’ Ink. 
_ eo 
BOOKS, 


I ANGER SIGNALS,a manual of practical 4 
for general advertisers. Price, by mail, 0 
cents. Address PRINTERS’ INK, 10 Spruce St. 

New York. 


++ 
ADVERTISEMENT COMPOSITION. 


LO fag ies facilities for the proper con- 

struction of advertisements. Send for 
booklet of 125 borders. P.G. DARROW PRINT- 
ING CO., Chicago. 


83 





PAPER. 


M. PLUMMER & CO. furnish the paper for 
4 _— = 5 — We — mca = gee 9 
ence with relia! ouses regarding rof al 
kinds. 45 Beekman St., New York. — 


~~ 
MAILING MACHINES. 


Si. 00 (stamps or m. 0.) Pelham Batting & Se. 
tem and Mailer, postp’d. 

pd saves 2-3 time writing; no Pye lists, saiies 

address label. C. ». P. ADAMS & BRO., Topeka, Kan. 


— oa 
PRI} NTERS 


Ts LOTUS PRESS ‘artistic printers), 140 W. 
St., New York City. (See ad under “Ad- 
vertisement Constructors.” ) 
w* HAT we can do better and cheaper than 
sugnoey eh is half-tone, wood and zinc 
ving Get_o omens and Py . CHI- 
CAGO PHOTO ENGRAV G CO., 79 Fifth Ave., 
Chicago. 








36 


PRESS CLIPPINGS. 


Sv CLIPPING BUREAU, Atlanta, wg 
Press clippings for trade for trade journals and ad 


N ANHATTAN PRESS CL a fl a BUREAU, 
4 No. 2 West 4th S clippings 
for trade journals ; all nibjects best facillt ties. 


ILLUSTRATORS A ™D D ILLUSTRATIONS, 
BAUTIEUL —— — agg oo 
Han, ogue MERICA 
LLU! STRATING CO. Newark, N. uy 
N Fw without a cut is like a picture without a 
rame—lacks a great deal 


of force and at- 
irmcureposs, Weare _—— of <A -" xing << 





advert 
able. rae cHic GoPHOTO Nai AV Wine Co CO, 
9 Fifth Ave., Chicago 





BILLPOSTING AND AND DISTRIBUTING. 
GPANISH-AMERICAN adve advertising. J. Salter & 
Co. 


° —_ a — & 
Casilla de C ), Buen ires, Argentine 
Republic, undertake all kinds. of —_ sing i 
this Republic and have for a reliable 
service of bill posting oan house-to-house cir- 
eular distributing thi hout the Provinces; 
representation of foreign man- 

ble mpossers and responsi- 

ble manufacturers’ agents already established. 
An interview can be esrenged with their repre- 
sentative who will visit York in June, by 

to J. CALDER, care Printers’ Ink, 
Spruce Street, New — 








MISCFLLA. NEOUS. 
JISCONSIN et es Racine, Wis. 


Established 1 Circulation 28,000. 
TP Ripans annual meeting = the stockholders of the 
Chemi for the election 


Cor ~~ % 

election, will be 
held at their of softice, No. 10 Spruce St., New York, 
on Monda: llth, 1896, at ll o ‘clock a. m! 
CH. Secretary.” 





VERY ad writer and advertiser is interested 
in getting printable cuts. So many are 
muddy and vague. Cuts adapted to the require- 
ments of oe illustrations are our 
specialty. We esign' as well as en- 
aan my | shoulder hag aoe pg of seer 
you say 
ples and prices CHI LAGO PHOTO ENGRAVING ING 
fth Ave., Chicago. 
sstiiasnclipliiiiananciciitias 
SUPPLIES. 
yas BIBBER’S 
Printers’ Rollers. 
INC for wage pee BRUCE & COOK 19 Water 
f4 St., New York. 
‘HALK plates recoated, half cent an inch. 
BYRON POPE & CO., Cleveland, O. 
T=, -—The leaders of type fashions. AM. TYPE 
FOUNDERS’ CO. Branches in 18 cities. 
UTFIT for making rubber stamps, $10 ; circu- 
lars free. EXCELSIOR CO., Montrose, Iowa. 
STANDARD Type Foundry ad outfits, 
type, original borders. orders. 200 C lark St., Chicago. 


HALK engraving x plates. We make standard 
/ new and recoat old plates at money saving 
prices. HIRD MFG. CO., Cleveland, Ohio. 


ogee pia linotype and electrotype met- 
als; copper, annodes ; zinc plates for etching. 
MERCHA & CO., Inc., 517 Arch St., Philadel- 











pets PAPER is printed with ink pemmetnct 

ured by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Spec fal pr ices 
to cash buye rs. 


pos like to look at pictures, and always 
ill. That fact makes an illustration de- 
sirable in every advertisement you put out. We 
employ skilled designers and engravers—men 
who have all their lives done nothing but their 
separate specialties, and are now as near human 
perfection as human skill can vot Bee work we 


Saad PHOTO” ENGRAVING CO. Fitth ~ 
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WINDOW DRESSING. 


ARMAN’S JOURNAL OF WINDOW DRESS- 

ING, a monthly publication. Illustrated 

displays. Third year. Send 2 cents for trial 
copy. 1258. Clark St., Chicago. 


———— +o 
ADVERTISING AGENCIES. 
pt ADVERTISING OO., Newark, N. Y. 





NY responsible advertising agency will guar- 
antee the circulation of the WISCONSIN 
AGRICULTURIST, Racine Wis., to be 28,000. 
k B fre wish to advertise anything anywhere 
at any time, write to the GEO. P. ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 








oo 
HALF- TONE S. 


Q] 5 HALF-TONES—“a wenteepel price if 
°° the half-tones are right”—and the 
half-to ones are right. We will make our best 
single ag half tone of a ne, clear and 


care nished, for and 15 cents per 
square inch for any cut er than ten square 
inches. Write —B = any style of ee oa Er. 
half-tone, wood-cut or zinc aping: HE CHI- 
CAGO PHOTO ENGRAVING CO. 7 Fifth Ave., 
Chicago. 


—_+e+ —___ 
AMATEUR SPORT 


v T= GOLFER is an illustrated monthly devot- 

ed to the game of golf. This magazine has 
the highest class circulation in America. Wein- 
vite comparison with med publication wherever 
published. We refer, without Ve poem ty to our 
advertisers and will abide by the decision of any 
of them, in — = whether advertising in THE 
GOLFER is a pa oy vestment. dress all com- 
munications t to aT E GOLF ER, 234-236 Congress 


“ 
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FOR SALE. 


~ -LINE advertisement, #1. WISCONSIN AGRI- 
2 CULTURIST, Racine, Wis. 


3 . 5() BUYS 1 INCH 30,000 copies Proven. 
~ VU “WOMAN'S WORK, Athens, Ga. 


prom Sat SALE—A aang mowspaper folder, seven- 
n quarto ;fair condition, cheap. 
pm, NEW 8 TRIBUNE, Duluth, Minn. 


7OR SALE—A good stablish 
in the capital city of Oregon, ne 
daily and weekly. Will be sold cheap. Good rea- 
son for selling. “ H.,” Drawer D, Salem, 


os SALE—Florentine Old Style is the very 

latest face in type. Caxton borders is the 
in borders. Domestic Series is the 
latest novelty in cuts > a advertisers. All new 
thin ‘4 in type that good originate from 
AMERICAN PE FOUNDERS’ CO. Send for 
specimens. 


ae SALE A Thorne type-setting machine of 

latest and most im es design, together 
with about 600 pounds of brevier type ; machine 
has been in use a little over a year and is in first- 
class ——- in every respect. Will sell vf 
down and at terms soarenee to pure! 
CHAS. H. WEBSTER, Buffalo, N. Y. 


[* bought before July Ist, $6,000 a well- 
established, paying oe business. For 
eign and domestic t Cash sales to date, 














latest veces | 
t 








$51,000. Has repaid original investment several 
times over. Just as g n as it looks to 
Don’t answer unless eae have the cash and 


— business. Address “ MEDIC,” care Print- 
ers % 

IRINTING PLANTS—Everythin, 

er; best in quality, best in value. 

the second when the best costs no more! 
AMERICAN TYPE FOUNDERS’ CO., Boston, N.Y 
Phila., Balt., a .Cleveland,Cinn.,Chicago, } 
St. Louis, } , Kansas City, Omaha, Denver, 
Portland (Ore.), “Friseo. Buy everything in one 
place, and save money and trouble: 


- J7OR SALE—A 1 Democratic daily, located at 

county seat ; county Dem reratic, with over 
160,000 po pulation ; less than 200 miles from New 
York. § ereotype perfecting machine, complete 
ob office and bindery. Excellent opportunity 


for the print- 
Why buy 








‘or a man with means and experience. !1-health 
of owner reason for selling. Only cash and ap- 
proved security offers considered. Address 
*HERALD,” care of Printers’ Ink. 
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ADDRESSES AND ADDRESSING. 


ETTERS and addresses for sale or rent. o1 a. 
Lx McINTYRE, Draw: rawer “Q,” Cleveland, 0! 
SELECT, [, reliable business a 
1 9 names and addresses sent an anywhere 
upon recs of $2 cash in one el JOHN FOY, 
sign poster an distribu r, represent: 
ative of the Will A. Molton Co., of “Cleveland, oO. 


TT AVING mail list type, has typewriter 
| = large and lean ; is seit spac cheap- 


est 10-pt. mail made. Also e mailer. mits? 
pI to inailers. AM. TYPE. FOUNDE: 
net, equal igs aller aT under “For Sale” 
heading. 
————__+~o——_———_ 

ADVERTISEMENT CONSTRUCTORS. 

J. CUTLER Writer of Advertising, New- 
Mass. 


XILLAM & SHAUGHNESSY Advertising Bu- 
G reau, 13 Astor Place, New York. Wri 


I >» ETAil, sods, with cuts, 75c. each. Trade aia 
\ ers MURPRY, Box 62, Canonsburg, Pa. 


inne 10 cuts, $15. One ad, one 
] cut, $2. O. COHEN, P. O. Box 88, New York. 


‘HE only * Mee of exclusively medical and 
sing. Advice or _ -_ free. 
uv pcos MANNS G, South Bend, In 


es my charge for for writing an 8, 12 or 16- 
poklet to any one for whom I have never 
w Ob one ; this includes illustration for cover. 
R. L. CURRAN, 150 Nassau St., New York. 


Ts ADS for any retail advertiser not al- 

eer a customer, $1. An electro of an out- 

line cut with each ad. chance to ge acquaint- 
ed. R.L.CU RRAN, 159 Nassa 150 Nassau St., New York. 


NY spony optician or or bicycle agent who 

will send me $1 for one sample ad and a 

¢ “Opy of his local paper will receive with the ada 

letter of es by ie race bicycle booklet or 

\6-page free. Your dollar back 

if = optical boo CHAS. J. ZINGG, Farming- 
ton, Me. 


I WRITE ads that are bright, pointed and 

catchy—ads that really brin business. Iam 
not_a theorist nor a boaster base my words 
on facts—plain, sound, honest ‘tac ts. Sen ints 
and a one-dollar bill ‘for four “ Business Build- 


ers.” Your mon back if 1 fail to suit. 
CLEMENT A, DOBSON. C Crutchfield, Ky. 
~ DISPLAY ADS for retailers... 
0 3 uunresed a ads for retaile 
13 










\ magazine -_ | illustrated). 
1 rade paper ad see 
Spage booklet (il ustrated). 
5 reading notices (2 to 5 lines). 
JED SCARBORO, Arbuckle Bldg., B’ klyn. 


Y GOOD taste, good type. good st le, 

( ¥ Good service all the while ™ 
Good work, good stock, good ink— 
Good system, don’t you think ? 


desea nt yellow doggerel, but it rings in 
the ears and brings oe. Fen ads for job print- 
ers, 60 cents. ARAMORE, Globe-Demo- 
crat Bldg., St. Louis. 


A ames. dollars difference in the price of 
By is a difference of only one 

cent a a It ee of $10 a thousand, 
however, that will often cag ops us to lift acata- 
legue out of the-ord © give ‘it some dis 
tinct and ——— Bt, that it couldn’t 
have otherwise get the attention of two 
people where tees t only got the attention of 
one. A certain proportion of all catalogues sent 
out is wasted. It is worth while to make this 
proportion as small as possible. The style of 
printing has more to do with it than anything 
else. It is the style of printing that decides 
whether a catalogue shall go directly into the 
waste basket or shall be looked at and saved for 
future reference. If you use catalogues send 
us one and let us talk to you about it. Write fer 
one Deaeees. THE LOTUS PRESS, 140 W. 23d Si 

N. Y. City. 


—_———__++ —__—_ 
ADVERTISING MEDIA. 


VV ISCONSIN AGRICULTURIST, Racine, Wis. 
Circulation, 28,000 ; 5 lines, $1 " 

40 WORDS, 5 times, 25 cts Ley RPRae, 
Brockton, Mass. Circulation 7. 


you OUNGSTOWS (oO. \ VINDICATOR, £,4804., 6,000 
LaCUSTE, 38 Park Row, . ¥., Rep. 
wy rson advertising ir PRINTERS’ INK 
Ato amount of $10 is entitled to recei 
the oat forone year. 
DVERTISERS’ GUIDE, UIDE, Newmarket, N. J. 5¢. 
4 line. Sub., Year, 2c. 6 mos., 15¢. ; $mos., 
10c. ; sample, 5c. ; none free. 


EADING new " in Southwestern Ohio 
4 (outside Cinc! fnnat nnati), Dayton MORNING TIMES 
and EVENING NEWS, 14, 00 14,08 daily. 


lig MONTHLY SENTINEL, 60,000 circulation 


blish 
THE NEWS COMPANY, Joli —_— 


I = COURIER. 31 y years old. Hasa 
and farm cire’n around Detroit renter 
than any 2s weekly. Ad rate 60 cts. pe 


tes a oe AND KANSAS FARM og 

STOCK JOURNAL, my 
Neb. ; 10,000 readers ; circulates in the great West ; 
no other paper covers same ¢ territory. 


ps reach the er" Sound shore of West- 
chester County, N use the Port Chester, 
N. Y., ENTERPRISE, 60 cols. w eekly. Advert 

rates and sample copies sent on application. 


[= GENEVA DAILY TieEs, or daily in On- 
tario Coun Circula’ 3 : owns. Sub- 
Leading 








scription price to farmers $200 
advertising medium in its usibely. 


YILLBOARD ADVERTISING reaches nearly 
every billposter, ay yim sign writer, 
poster printer and fair in the U. 8. and Canada 
m wien Sub’n #1 per yr. 25c. line. Cincinnati,O. 


‘HE SOUTHERN HOMESTEAD, Atlanta, Ga., 
reaches 50,000 oop homes monthly. 
Advertising rates agate line. Discounts 
10 per cent for 3 maonthe, | is per per cent for6 months, 
25 per cent for one year. 


COPIES of Woopwarp’s (the popu- 
50, 000 lar woman’s magazine) will reach 
the nomen of 50,000 refined vous in May. Write 
for rates and samples. WOODWARD’S, “No. 842 
844 Broadway, New York. k. 


T=. is only one one magazine in the great 

west. It is the NORTHWEST MAGAZINE. 
Thirty thousand Northwestern homes welcome it 
monthly. e@ surest way to cover this great 
territory and get results is to advertise in the 
NORTHWEST MAGAZINE. Write to W. H. ENG- 
LAND, 842 Broadway, New York. 


I RAINS, a weekly journal for advertisers. It 
contains photographic reproductions of the 
best retail advertisements to found in the va- 
rious publications of the English-speaking world, 
together with many bundved excellert sugges- 
tions for catch-lines, reading matter and best t 
pographical display ‘of advertisements. The on y 
Cereal in the world devoted exclusively to re- 
tail advertisers and to the — by ip and 
set their ads. Printers get mai 
tions for display from it. Gubecrition aties a8 34 
ayear. Sample copy of BRaArNs free. Advertis- 
ing .-— on application. BRAINS PUBLISHING 
CO., Box 572, New York. 


(oop HOUSEKEEPING, 

Springfield. Mass.. 
desires good and appropriate “ads,” because 
it gives first-class service and the fact that it ap- 








peals to the very best class of American house- 





keepers, who are really the buying class. 





It is an axiom that ‘‘ woman’s taste and good 
judgment unlock the pocket book for all home 
needs.”” She guides the family expenses and pur- 
chases nearly all the good things for comfort and 
adornment, Hence reac each her through Goop 
HOUSEKEEPING. bya 

Published monthly by Clark W. Bryan Co 
Address communications about advertising tc 


H, P. HUBBARD, 38 Times Bidg., N. ¥. 
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ADVERTISING NOVELTIES. 


| ge the purpose of in “ot inviting nts 
of Advertising Novelties, Sikely to "to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once tor one dollar. 





€€ (UR Nation in Politics.” flows rice, upto thor 
date advertising card lve colors. 

for business, big AS seller. 

. JOHNSON & CO., printers, Detroit, Mich. 

ELECTROTYPES. 

E make the best interchangeable p and 
WPinse base on the market. Also the Ley all 
back electro. THE E. B. SHELDON Co., 


New py Conn, 


Graqa. cut offer. In order to prove the ex- 
cellence of our 


tone engravings, we 
ou a handsome le column half- 
50; sae half-tone cut at 15. 
uare inch. As good as any ever 
ut we oot stop at half-tones. Our 
-cuts are proportionately 
We are Saneny to f 
THE CHICAGO PHOTO 


ENGRAVING ¢ ., 79 Fifth Ave., Chicago. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 











ARKANSAS. 





PRINTERS’ INK. 


ACKSON (fich.) PATRIOT, morning, Sun 
A awi also EVENING The 





} in fr thn ive fields. Exclusive 
Ai franchise. Only morning news- 
paper in this ge All modern improve- 
— The eg by in the country 
aS nted r columns. ‘orma- 
tion of H. D. LA cosTE's 38 Park Row, N. Y. 
MISSISSIPPI. 





Tao APORMAE has a circulation 
Lp hout the gouthern and i 

splendid advertising medium. Send for sample 
JAS, M. WALK 


ind ad ral 
Publisher, Williamsburg, M 


MISSOURI. 


K —- A , daily exceeding 25,000, 











GMETTE, West West " t. a 

and 

district in West. De Write ton Sates. 

ih hex reach the 50,000 lead and zinc miners of 
Southwest 


paper in 
t-growing 








MONTANA. 


a yee EL — 6,240 Daily, 6,240 
Leading Peconn, EM: rin 
owell’s Dereon ves it ig times 





Moniaua, 





The Arkansas Gazette 


Daily and Weekly, goes into every nook and 
corner of Arkansas, and circulates in much adja- 
cent territory. Advertisers cannot afford to omit 
THE GazettE from their lists when placing ad- 
vertising in the great Southern field. For rates 
and any other information, address 


GAZETTE PUBLISHING CO., 
Little Rock, Ark. 


CALIFORNIA. 


GQ OUTHERN CALIFORNIA’S matchless pape 
Los Angeles Times. Circ’n over 18,000 Miaily: 








IOWA. 


| Den ot HERALD, founded 1836. Famil 
‘irculation; up to date ; circulation steadily 
increasing. Is it on your list ? 
te — and ons town fully covered by 
The WEEKLY SENTINEL covers 


guaran to be larger than 
any other weekly in the county, The DAILY SEN- 
TINEL is the only daily in city or county. Fills 
bly field. Advertising rates based on circula- 
Carroll, lowa. 


KENTUCKY. 


comynss = TRUTH, 12,000 copies 

4 each issu sous? hly covers the homes 
of the city ond Wn oe in its gag year. 
Send for rates and co; TRUTH to H 
COSTE. 38 Park Row, 
paper Representative. 


THE FARMERS’ HOME JOURNAL, LOUISVILLE, 


goes to the better , oh farmers and stockmen 
enteeny 92 a > every week. It is 
read and trusted 14 them as mas thelr business paper. 
It was establish in 1865. Its readers a 
have money to buy what they see advertised 
they want it. Sample copy free. 


MICHIGAN. 


T. 800 DEMOCRAT, —_ Ste. Marie, Mich. 
It should be on your list. 

31 9 old. Has a vil- 

re’n around Detroit greater 














4 York, Special ie 














[y Gaean Bi ada saod 


than any other weekly. Ad rate 00 cts. per inch. 


the c of any other Helena daily 


NEW JERSEY. 


THE mtg noe! INDEPENDENT has the 
largest circulation of any paper in Sussex Co. 











woe OMEN x... oe Sa of the ked Bank 

se it gives ial atten- 
tion om chuven ? news, social events, births, mar- 
riages, deaths and general personal happenings. 


NEW YORK. 








tions or catch-lines, reading ran ny 
ical displa: ‘of advertisements. The on iy 

orm armel in the world devoted exclusively to re- 
tail advertisers and to = — a + t- and 

set their ads. Printers es 

tions for display from it ‘Subeccip ion prices 4 

— ple co of Brains free. Adve 

he rates on application. BRAINS PU BLISHING 

CO., Box 572, New York. 








NORTH CAROLINA. 


‘HE NEWS is not only the onl a 
aa in Charlotte, a city of 19, a 
a jon . t city 


tit has a larger, circu 

han any other pay The same is true of the 

TEs" Sg dy Sroulation in Mecklenburg Coun- 

Ews and Times combined have more 

c reulation in Charlotte and Mecklenburg than 
any sen three a a rs. Advertising rates are 

reasonable. WD, Editor & Proprietor. 


OHIO. 


] aon MORNING TIMES, EVENING NEWS, 
WEEKLY TIMES-NEWS, 14,000 daily, 4,500 











weekly. 
I EADING daily and weekly 
4 


pers in Eastern 
Ohio. THE VINDICATOR, Youngstown, 8,400 
d., 6,000 weekly. 


‘HE PRESS, Columbus, wt, Democratic daily 


in Central Ohio. F. J. WENDELL, sole adver- 
tising agent, Tribune Bldg., New York City. 


PENNSYLVANIA. 


Sie PATRIOT, Harrisburg, Penna. Forty- 
pe third Fae Politics, ,ndependentiy. Demo- 
ic, 


Patates i ‘3 
daily, 500 ae a y- 8 low. Population 54,009. 
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7“) ENCER, Doylestown, Pa. Oldest 

in the county—weekly established 1404, 

3 papers 6 

county ; the o: journals owning their home; 

only exclusively eae 

never ea Fae to pl matter nor patent 

sheets. Send for map showing circulation. PAS- 
CHALL & CO., Doylestown, Pa. 


N° Blue-bloods, | oe Hustlers. There is no 
IN © better anywhere 
than is to be found in “the : old southeastern sec- 
tion of Pennsylvania, It is here that the 

TIMES ci an 

bright home news. Its 








Chester 
d reaches every home with its 
ers know what they 





TENNESSEE. 


"Bhs Snag Tenn., has 50,000 people. The 

EVENING cela 35,000 readers. It is an 

up-to-date new: full Associated Press day 

report, Mergenthaler machines, perfecting press. 
ae all nearby 1 towns eve day. 

reatest local circulation. Best and lar; est list 

fo a apt aga any paper in the South. 


TEXAS. 


I AILY AND WEEKLY ENTERPRISE. Largest 
cire’n in Cleburne and Johnson Co., Texas. 














VIRGINIA. 


L*x¢ YNCHBURG eg ‘WS ; only morning paper ; 25,- 
established 1866 ; dai ly, 2 "600; 
Sunday. 


ager 3,000, Bay ussubmit prices 
as of Ri Richmond. H. D. 


or exami Leadi paper 
°LAC ue ISTE, “38! Park 


Row, New York, Manager Foreign Advertising. 


WASHINGTON. 


a TIMES. 














S EATTLE TIMES is the best. 
K 





’ ] x —— is the home paper of Seattle’s 60,(00 





QEATTLE’S afternoon daily, the Towes, has 
© the largest circulation of any evening paper 
north of San Francisco. 


WISCONSIN. 


YW conan AGRICULTURIST, Racine, Wis. ; 
5 lines, 1 time, $1. 
JISCONSIN AGRICULTURIST. Bostns, Wis. ; 
semi-monthly. Established 1 
Wi kates, 3 AGRICULTOURIST, — Wis. 
Rates, 20 cents a line ; circulation, 28,000 




















Gueenior 7 TELEGRAM = advertisers. “I 
‘ am a regular advertiser in the columns of 
your paper, and find that we get good results, 
not onlyin the local field but fi from the neigh- 

Circulation 5.500 daily. Prices 
D. LA COSTE, 38 Park Row, N. Y. 


CANADA. 


85 dee 50 “a . 4 bee E DESBATA 


¥ = dailies claim to do it all. They do 
reach a handful of business men and politi- 
cians in the towns, but wise advertisers reach 

the people by aid of the best local papers. The 
BERLIN —— (d and w) is clean, bright and 
goes into more homes in its ter- 


popu pular an 
= an: other new: Tr. Rates on ap- 
a ay w. % °C Y Mer, Berlin, Ont. 


HAWAIIAN ISLANDS. 





boring towns.” 
for space of H. 








rs in Prov. 
, Ad Agency, 











TAR—Dally and weekly. The live, popular 
K pevciy. of BR ae iA Covers the group 
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CLASS PUBLICATIONS. 


ADVERTISING. 
BRAINS, a voskiy “journal for advertisers. It 


contains 01 hic reproductions of the 
best retail advertisements to found in the 
various publications of the 


ong! 
ing world, together with many hundred excel- 
lent suggestions for catch-lines, rena matter 
vertise 


and best typo hical 

ments. The only journal in the world devoted 
exclusively to advertisers a..d to tle men 
who write and set their ads. Printers 


«many 
ions for display from 4 3 Sub- 


scrintion et ‘ann 2 ear. Sample y of 
Brains free : inih rates 0 mapphicatio m. 
BRAINS PUBLIS ING: aco. Box 572, York. 


AGRICULTURE. 
BRE EDER AND FARMER, Zanesville. 
WISCONSIN AGnte ULTURIST, Racine, O wis. 
PACIFIC RURAL PRESS, San Francisco, 
FARMERS? HOME JOURNAL. Louisville, Ky., 
goes weekly to 13,600 of the wealthiest farmers 
Sr Kentucky and Ten’ nessee. 
CARRIAGES AND WAGONS. 
bi HUB, 247 Broadway 
e leading monthly, « 
pertains to the art of carriage gasp 
nd circulated all over the worl 
THE HUB NEWS, 247 Broadway, N. ¥ 
The only weekly paper publixhed in he 
interests of vehicle mfrs. and dealers. 
DANCING. 
THE BALL ROOM, Kansas City. 
EDUCATIONAL. 
THE SOUTHERN SCHOOL, Lexington, Ky., 1895, 
sworn circulation 6,092 copies weekly—largest 
circulationin Ky. —— of —— Official 
organ Ky. and Ala. State Boards of Education. 
Rates and sarnple copy Sree. 


GROCERIES. 


ae y-- WORLD, Philadelphia, Pa. The larg- 
st pai circulation ; the most oe — 

ket reports ; the largest cor os 
spondents of any grocery wabfisbed 
in the world. Send forfree comple copy. 


HARDWARE AND HOUSE FURNISHING. 


HARDWARE DEALERS’ MAGAZINE. 
circulation in its field. 
D. T. Mallett, Pub., 271 Broadway, N. Y. 
HISTORICAL. 
THE AMERICAN HISTORICAL REGISTER, a 
' Monthly Gazette of the Patriotic Hereditary 
Societies of the United pono of America. Send 
for advertising rates an Capee ‘imen copies. 120 
8. Sixth St., Philadelphia, 


HORSE INTERESTS. 
COACHING Philadelphia, Pa Pa. 4,000 monthly. 
HOUSEHOLD. 


DETROIT COURIER. 31 years old. Has a vil- 
lage and farm cire’n around Detroit greater 
than any other weekly. Ad rate 60c. per inch. 


MEDICINE, 


LEONAKD’S ILLUSTRATED MED’L JOURNAL 
Detroit, Mich., has 10,000 each issue ; proved. 


MEDICINE AND SURGERY. 


WESTERN MEDICAL AND CURSECAL 
REPORTER, St. Joseph, Mo 


MINING. 
MINING AND SCIENTIFIC PRESS,San Francisco. 
MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 
PAINTING. 
ECORATING, 247 Broad- 
y, The finest and most complete 
paper published for the trade—one saue 
worth more than price of a ycar’s sub’n. 
TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 





Semi-monthly. 




















PAINTING & 
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The actual value of newspaper advertisiq;—so 
circulation. The number of papers that furnisiadve 
atively few ; in other words, newspapers sell spapein t 
knowledge of what he is buying. He may g¢all | 
reason that a paper does not give its actual paif circ 
statements concerning it, or else because it is solsmall 
the exact figures. When a paper does make dstate 
actual number of paid subscribers on its lists—the act 
tiser. Here is something he wants. When he purch 
he is buying and goes into the transaction feeling ass 
The San Francisco Examiner is one of the few paper 
early part of each month the San Francisco Daily 
exact circulation during the month previous. This 
printed, but those actually paid for. No other $an | 
is punishable in California as a misdemeanor. The 
sworn statements, and presents to advertisers every 
ness of its statements—books, press-rooms, everythir 


During February was ....... 


tl 
The average Paid Circulation of the 
San Francisco Daily Examiner. . ; | 


Mme FF, KATZ, 186 
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i 
rtisigy—so say experienced advertisers—is based upon paid 
rnisadvertisers with such information is, however, compar- 
1 spdein their columns without giving the purchaser positive 
ly g¢all he pays for, but the chances are against it. The 
| pail circulation is either because it has already made mis- 
is solsmall that it fears to let the advertising public know 
ike astatement giving its exact net circulation—that is, the 
s—the act is quickly appreciated by the experienced adver- 
1 he purchases space in a paper of this kind he knows what 
eeling assured that it is not a “cat in the bag” proposition. 
fewpapers that makes a statement of thiskind. During the 
co Daily Examiner makes a sworn statement showing the 
us. This statement shows not only the number of copies 
her San Francisco daily does this. Circulation falsification 
r. The Examiner makes all contracts on the basis of its 
rs every opportunity of assuring themselves of the truthful- 
everything open to advertisers. 
Copies 


desl st 
,019 = % 


, 186 World Building, Eastern Representative. 
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PRINTERS’ INK. 


A JOURNAL FOR AD\ FOR ADVERTISERS. 


ta Issued every Wednesday. Ten centsa ony. 
pap mag meee, Ss five dollars a year, in advance. 
Six dollars red. No k numbers. 


For ton dollars, id 
whilbe ven coveri pote 
1) the end of the century. 
detailed 


date to (January Ist, 1 
CIRCULATION : A di statement of the 
number of copies ie of a0" a of 
ERs’ Ink for the ear 1895, pared to 
oe op file with the editor of the J American 
circulation 


Directory, so that th may 
he correctly rated in the issue of that book ‘or 
19), shows that th average edition for 
the’ year was ong ‘O13 copies; for the last six 
months, nage copies ; for the last three paar 
“7h 384 aoe ae and for the last four weeks, 27,100 
ouplen. 1 —_ during the year num- 
copies. 


advance, a receipt 
id subscription from 


Thoye on the subscription list as had place thi 
at the beginning of The ular issues of 
PRINTERS’ INK for the first tenn weeks in 1896 were : 





_ nel 

Mtg Be printed from_ plates 

ea to inoue @ new edition 01 

a for $30, ora teeper number at same rate. 
ee esi 


it —* always 
five hun 


‘Publ rs d to subscribe a. a 
ERs’ INK oy “the benefit of advg. may, 
on application, obtain special conn ential t terms. 
tariff an person who has not paid for it is 
ving Rs’ INK, it is because 
hae subscribed: in his name. fies Feld tos. is 
stopped at the expiration of the time id for. 


New York Orrices: No. 10 Spruce STREET, 
Lonpon Acent, F. W. Sears, 138 Fleet St. 
Cuicaco, Bennam & INGRAHAM, 315 Dearborn St. 


NEW YORK, MAY 6, 


Crisp, short paragraphs, containing 
germs of sense, are always wanted for 
the editorial pages of PRINTERS’ INK. 
They must be short, state a new idea 
or aptly illustrate an old one. All 
used will be paid for, all others re- 
turned. 


some one 





1896. 








AN advertiser who copyrights an 
illustration which is a reproduction 
of a famous painting, or of an uncopy- 
righted painting which has been ex- 
hibited, is cut off from any action for 
infringement under his copyright. The 
case from which this law is educed 
(Pierce & Bushnell Mfg. Co. vs. 
Werckmeister, 72 Fed. Rep. 54) was 
of a German artist who completed a 
painting in 1891, which he publicly 
exhibited at Berlin from January to 
March, 1892, and at Munich in the 
summer of 1892. This the court holds 
was a publishing of the painting, which 
cut off any right of action under a 
copyright, apparently otherwise per- 
fect, procured at Washington May 15, 
1892, the painting not having any 
copyright notice on it at the time it 
was exhibited. 
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ONE may prune an ad down too 
much as well as too little. 


THE advertiser who makes his ap- 
peal to the middle classes has a better 
show of success than any other. 


THE condition of the Denver news- 
papers is this: The Rocky Mountain 
News is the successful newspaper and 
the one, in my. opinion, of the largest 
circulation. The Republican is the 
newspaper representing the Republi- 
can party, and its prestige and patron- 
age is brought about by that fact. The 
Denver Evening Times is a corporation 
newspaper, practically owned by the 
corporations and bankers of the city, 
and is always on the unpopular side of 
all questions. These three newspa- 
pers have formed a newspaper trust. 
The opportunity of the Postis brought 
about by the fact that the afternoon 
paper is a corporation organ and the 
people really wish a new paper that is 
open, that is free.—H. H. Tammen, 
Feb. 7, 1896. 


THE gleanings from advance sheets 
of the American Newspaper Directory 
printed in this and other issues of 
PRINTERS’ INK are so many rays of 
light thrown upon the work, enabling 
the observer to detect flaws wherever 
such may exist. A fault discovered 
and pointed out may be remedied and 
caused to disappear from future issues, 
but so long as a fault remains unknown 
or unsuspected its cure is not probable. 
Every publisher of a newspaper who 
placed on file at the Directory office a 
true statement concerning all the issues 
of his paper for the year 1895, and 
signed and dated it, and who finds, 
when the Directory appears, that his 
paper is not rated in accordance, is 
promised a written apology and a check 
for $100 for the discovery of the error. 





Untess the Post-Office Department 
this year varies from the practice of 
the past, we shall soon see tons of 
campaign newspapers going through 
the mails at a cent a pound, without 
any pretense of having subscribers. 
Business men, members of boards of 
trade and chambers of commerce see 
these things and know that the ‘‘privi- 
leges’’ extended to political clubs 
would not be allowed to any mere 
business enterprise, even if conducted 
as much for the benefit of the entire 
community as a Presidential election 
Let Congress introduce reform 


is. 




















into the post-office methods of dealing 
with second-class matter, and pub- 
lishers will cheerfully conform to just 
requirements. In order that all may 
enjoy their rights, let the Department 
practice of granting ‘‘ postal privi- 
leges” be cut off. 


A NEWSPAPER man, much opposed 
to doing what is called exchange adver- 
tising, decided, one day, to make an 
exception to his rule and do a little ex- 
change advertising with the advertiser’s 
favorite paper, PRINTERS’ INK. He 
thereupon sent an order to be executed 
“pon an exchange basis, and received 
it back by return mail with the infor- 
mation that if PRINTERS’ INK ever did 
doany swap advertising, the other pa- 
per to the transaction would have to 
be way, way up in the scale of value 
—something very much out of the or- 
dinary. Readers of PRINTERS’ INK 
expect to see in its advertising pages 
the announcements of papers that are 
a good deal more than common every- 
day affairs. All the ‘‘just ordinary” 
newspapers will do better to devote 
their spare funds to postal cards and 
their surplus time to writing letters, 
for in no other way can they accom- 
plish so much in the direction of pes- 
tering advertisers, making their mails 
plethoric and their tempers apoplectic. 


+o 
IS THERE ANYTHING IN IT? 


A Canadian newspaper is distribut- 
ing handsomely printed or lithographed 
copies of the three communications re- 
produced below : 

Offices of the 
“Dairy AND WEEKLY STAR,” 
163 and 165 St. James street. 
MontrEAL, April 15, 1896. } 

Dear Sirs—You get credit for being shrewd 
advertisers, and we have no doubt you de- 
serve the name. 

_ You will assuredly feel an interest in the 
inclosed correspondence with the Montreal 
Star. Yours sincerely, GranaM & Co. 


Offices of 
ADVERTISERS GUARANTEE Co., 
218 La Salle street, Chicago. 
Circulation of publications guaranteed 
and hovetiedt by a trust company. 
Cuicaco, IIl., March 28, 1896. 
Publisher Star, Montreal, Can.: 

Dear Sir— Do you recognize the impor- 
tance of a large circulation ? 

Do you believe all publishers are honestin 
their circulation statements ? 

Do you believe honest publishers should 
‘train’? in a class by themselves and fur- 
nish undisputed evidence of circulation ? 

Do you believe a statement of your circu- 
the sworn report of ex- 

aranteed by a bond in 
& 000, worth its face, 


lation, supported b 
pert examiners, an 
the penal sum of 
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would help you as against the unsupported 
statement of your unworthy competitors ? 

Do you believe advertisers would spend 
more money in such a class of papers, as 
against publications of doubtful standing as 
to circulation? 

Would not a large amount of the money 
now expended in bill board and street car 
ads be diverted to the coffers of the news- 
paper if the advertiser were convinced he 
was getting the circulation claimed ? 

Are you sufficiently interested in this sub- 
ject to write us your answers to the foregoing 
questions ? 

If you are, we will inform you fully re- 
garding our aims and purposes. 

ADVERTISERS GUARANTEE Co. 
J. W. McCauley, Manager. 


Offices of the 
“ Dai_y AND WEEKLY STAR,”’ 
163 and 165 St. James Street. 
MontTrEAL, April 6, 1896. 
Advertisers Guarantee Company, 218 La 

Salle Street, Chicago, lil.: 

GENTLEMEN—Replying to yours of the 
28th ulto., we may answer categorically : 

We believe all publishers should be willing 
to furnish undisputed evidence of circulation, 
and that all advertising contracts should be 
based upon the truth of such statements, 
ponetioally putting the publisher under com- 
pulsion to prove Fis figures. The Montreal 
Star makes no restrictions to advertisers’ 
rights in this respect. 

e believe statements of circulation, sup- 
ported by sworn reports of expert examiners, 
and guaranteed by bonds, would help reli- 
able publishers against unsupported state- 
ments of unreliable publishers. The Montreal 
Star gladly supports the bond guarantee plan. 

e believe advertisers would ultimately 
ne more money in papers thus supported 
than they would otherwise do, because they 
could intelligently discriminate and save vast 
outlays misdirected. The Montreal Star be- 
lieves honest publishers should help to pro- 
tect advertisers against deception. 

We are satisfied publishers who make hon- 
est statements of circulation suffer from the 
fact that a large number of publishers are 
known to issue deceptive statements, and as 
a result, publishers as a class become dis- 
credited. The best papers suffer to some 
extent from this general reputation. The 
Montreal Star believes honest publishers are 
themselves to some extent to blame for the 
prosperity of deceitful publishers. 

We have always favored a compulsory law 
obligating publishers to publish regular state- 
ments, subject to severe penalties for mis- 
representation. The Montreal Star offers to 
pay a large share of legitimate expense in 
procuring such legislation. Yours truly, 

(Signed), Granam & Co, 


PS ci 

THIs is a good time to urge the adop- 
tion of ‘‘ Manhattan” as the name of 
the Greater New York. Thereisno his- 
torical reason for the name New York 
which appeals to American sentiment. 
The appropriateness, convenience and 
popularity of ‘‘ Manhattan” are evi- 
dent in its very frequent adoption as a 
name by institutions here. Let the 
new city be Manhattan, with its New 
York, Brooklyn, Westchester, Staten 
Island and other districts all but parts 
of one stupendous whole—Manhattan. 
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ADVERTISING IN HOTEL PAPERS. 
‘By L. James. 

The hotel business is well repre- 
sented to the newspaper field. In- 
deed, it is a matter of surprise that 
there should be so many publications 
devoted to hoteldom. Every hotel 
paper appeals to a limited circle of 
readers. Hence the actual circulation 
of hotel papers is remarkably small. 
There may be one or two of these 
publications with a paid subscription 
list of 2,000 names. Several of them 
print more than 2,000 copies, but the 
surplus is sent gratis to the various 
hotels over the country. 

Thus, the subscriptions form a small 
part of the income of hotel papers. It 
is the advertisements that keep them 
going. And, all things considered, 
some of the hotel papers have been 
unusually successful in obtaining a 
very large and profitable advertising 
patronage. This, of course, is the 
result of the activity and energy of 
their solicitors and canvassers. 

There is a difference between the 
hotel papers issued daily and those 
published weekly and monthly. There 
are daily hotel papers in the large 
cities—in New York, Philadelphia, 
Chicago, St. Louis, Cincinnati, Kan- 
sas City and Omaha. The circulation 
of the daily is confined exclusively to 
the city in which it is published. It 
has no sale to speak of outside of its 
own city. The weekly and monthly 
hotel papers have a more general 
circulation. Copies of the weeklies 
published in New York can be found 
in the reading-rooms of hotels from 
the Atlantic to the Pacific Coast. 

The principal object of the daily 
hotel paper is to report all the arrivals 
at the hotels. A list of names and 
addresses is taken from the hotel regis- 
ters. As many of the guests are mer- 
chants and buyers, who come two or 
three times a year to the city to pur- 
chase goods, the paper prints the name 
of the house or firm they represent, 
and the kind of business they are en- 
gaged in. All this is for the informa- 
tion of the large jobbers and dealers, 
who are on the look out for customers. 
Early in the morning their representa- 
tives call at the hotel, and it is not un- 
common for the out-of-town visitor to 
find half a dozen cards, or as many 
people, awaiting him after breakfast. 
He may be pleased or flattered at so 
much attention, and he may think that 
he is ‘‘a person of some importance,”’ 





PRINTERS’ INK, 


The advertising in the daily hotel 
papers consists, for the most part, of 
the hotels, theaters, railroads, jobbers 
and dealers, and of a few persons who 
cater more or less for hotel trade. 
The daily paper is usually a four-page 
sheet, and the subscription price is 
comparatively high, or about $18 a 
year. The weekly hotel papers con- 
sist of from 26 to 24 pages, and the 
subscription price is low, or about two 
dollars a year. 

The advertising in the weekly hotel 
papers is more varied than that in the 
dailies. Of course, the announce- 
ments of the various hotels occupy 
considerable space. Then come the 
advertisements of those who supply 
hotels with things of one sort or an- 
other. This includes furniture and 
fixtures of different kinds, silverware, 
wines and liquors, provisions, bed- 
ding, linen, kitchen utensils, etc. The 
argument is, that the hotel paper is 
the best medium for advertisers to 
reach the hotel trade. 

It is doubtful if the advertisements 
of the hotels themselves really pay the 
proprietors. I do not suppose that 
the announcements, either large or 
small, of big hotels, say like the 
Waldorf, Holland, Savoy, Brunswick, 
Grand Union and others in New York, 
bring much new business or many addi- 
tional guests. The hotel papers are 
read mostly by hotel men, and not by 
the general public that might be influ- 
enced by an advertisement. However, 
the hotel proprietors and managers find 
it desirable to have the good-will and 
support of their papers. They can 
usually receive a ‘‘ nice notice’’ or a 
‘*personal mention.”’ Their pictures 
are often published, and their lives 
are ‘‘written up’’ in fine style. All 
this is part of trade journalism, and 
both sides are pleased with the ar- 
rangement. 

The amount of hotel advertising in- 
creases during the early winter and 
early spring. The winter resorts make 
an extensive display, and so do the 
summer resorts. As a rule, the pa- 
pers give the short-season hotels a re- 
duced rate. Those who advertise 
their hotels the year round are also 
allowed a good discount from the card. 

Speaking of advertising rates, those 
charged by hotel papers seem high 
They are certainly above the average 
rates of the other trade papers. Two 
of the weekly hotel papers in New 
York ask 15 cents per line, or $18 for 
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cne inch for three months, and $60 a 
year per inch. This makes a very 
valuable page. 

There is one daily and three weekly 
hotel papers in New York City. The 
Daily Hotel Reporter has a circulation 
of about 1,200, and contains a fair 
amount of advertising. The weekly 
papers claim a doetieaien of over 
2,500 and are rated H by the American 
Newspaper Directory. The Guzefte 
is the longest established, and seems 

be the strongest of the list. It is 
well edited, and is as aggressive as 
any paper of its class. The Hotel 
Jail is in its thirty-eighth volume, or 
nineteenth year. Its advertising col- 
umns are well filled, although the 
reading matter is rather commonplace. 
The Hotel Register is a curious prod- 
uct of trade journalism. Its long- 
winded announcements continually 
kept standing on the editorial page are 
worth reading, if nothing more than 
for amusement. The publisher and 
editor are said to be assisted by an able 
corps of associates. Then follow the 
names of the ‘‘European editors” in 
London and Paris ; the editors of culi- 
nary, local and building news; ‘‘ re- 
porters and correspondents ”—too nu- 

rous to mention ; heads of business, 
cash, subscription and mailing depart- 
ments. 

I understand that all three of these 
papers issue a weekly supplement, 
which is for the exclusive benefit of 
their advertisers. The Register gets 
out a ‘* Building News,” which con- 
tains items relating to the new hotels ; 
the changes, repairs and refurnishings 
contemplated or already undertaken. 
This extra sheet is supposed to give 
advertisers advance ‘‘ pointers,” so that 
they may be early on the ground and 
take advantage of their information. 

There are three hotel papers in Chi- 
cago: Daily National Hotel Reporter, 
Hotel World and Hotel Monthly. The 
Reporter was established in 1871 and 
has a circulation of about 1,100. It 
has been for many years under the 
management of F. W. Rice. The 
Hotel \Vorld is a weekly, and the cir- 
culation given by the American News- 
paper Directory is exceeding 2,250. 
Its field is more especially in the West- 
ern and Northwestern States. 

The two papers of Boston are: 
lhe Hot.l and Murdoch's Hotel Bulle- 
in. The first-named is a monthly 
now in its fourth volume, with a cir- 
culation of about 1,000, The Bulletin 


began publication only the latter part 
of March, this year. Forsome reason 
Boston has not been a congenial place 
for the prolonged existence of hotel 
papers. Zhe Hotel, however seems to 
be doing well and may occupy a good 
field. 

The Daily Hotel Reporter, published 
at Philadelphia, is well conducted, and 
has a circulation of about 1,000. Its 
mission is the same as the other dailies 
—that is, to give the hotel news and 
arrivals in the Quaker City. 

There are Daily Hotel Reporters pub- 
lished at St. Louis, Cincinnati and 
Omaha, They are on the same lines 
as those already mentioned, and with 
about the same circulation. 

The Daily Hotel Gazette, published 
at Kansas City, is a prosperous enter- 
prise and is well edited. It enjoys a 
good advertising patronage, and, ac- 
cording to the American Newspaper 
Directory, has a guaranteed circula- 
tion of 2,500, which is above the aver- 
age for such a paper. 

The Hotel Bulletin, published at 
Denver, Colo., has a small field of its 
own, and circulation of about 600. 
The same may be said of the Hotel 
Gazette, published weekly at San Fran- 
cisco. It covers the Pacific Coast, 
and has, perhaps, a circulation of 400. 

—_<+o>——_—_—_——_ 


TOO MUCH CONSERVATISM. 


259 Ryerson St. l 
BROOKLYN, April 24, 1896. { 
Editor of Prixters’ INK: 

I have just been looking over the schedule 
of rates of the Washington Avening Star, 
sent me from their office lately, and note with 
surprise that they charge their patrons extra 
for changes if more frequent than once a 
month, I think the Star is one of the papers 
approved by Printers’ INK as among the 
best papers, but such a practice is conaenry 
to all the teaching of The Little School- 
master, Tuos. D. McELHENIE. 

The Washington Star is very con- 
servative. Taking its circulation and 
the character of it, Mr. McElhenie 
will find the Séar’s rates very low as 
compared with similar papers, even 
after he pays the extra price demanded 
for frequent changes. The Svar is 
wrong, however, and behind the times. 
The perfect advertising rate-card will 
charge the same price for every inser- 
tion whether the matter appearing be 
new or old. 

<o 

ADVERTISING is a tremendous waterfall 
But it won’t turn the wheels unless you turn 
it into the right channels, and unless you 
have the water wheels so that they can be 
turned when the great power strikes them.— 
The Hardware Trade. 
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J. C BUSH. 

J. C. Bush was born Oct. 21, 1849, 
at Salisbury, Maryland. He entered 
the advertising business just twenty 
five years afterwards on his birthday, 
Oct. 21, 1874, in the office of N W. 
Ayer & Son, Philadelphia, where he 
remained ten years. After resigning 
his position with Ayer & Son, he went 
to Chicago as special agent for St. 
Louis Republic, Louisville Courier- 
Journal, St. Paul Pioneer-Press and 
Chicago News. Two years later he 
came to New York to take charge of 
the contract business of the New 
York Sun. Three years later he 
formed his ‘‘Star List” of agricult- 
ural papers, and for eight years has 
not only continued to represent his orig- 
inal ‘‘7’’ but has added new papers 
to his list until it now covers every de- 
sirable portion of the West from Ohio 
to California. He also represents a 
few religious papers. His office is in 
the Times Building. He represents 
the following papers : 

CALIFORNIA, 





San Francisco.........- Pacific Rural Press 
COLORADO. 
DRGOER oc 566.00 cvewcceseesss Field and Farm 
ILLINOIS. 
I i ciarsicxai oeniene-niods .Farmers’ Review 
Moline................+++. Western Plowman 
PD peccicivnvessosposseves Farmers’ Call 
INDIANA. 
ED a s1ceonwensees Indiana Farmer 
IOWA. 

NII sinicie's »0c-atieecd Iowa Homestead 
Des Moines.......... Western Farm Journal 
KANSAS. 
Atchison............ Missouri Valley Farmer 
DOPE s cocvccssevccccccssese ansas Farmer 
KENTUCKY. 


Louisville.........+ Farmers’ Home Journal 
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LOUISIANA. 

New Orleans....Southwestern Presbyterian 
New Orleans.........+++ Christian Advocate 
MICHIGAN. 
DGtsOl?...cccccccccccceccece Michigan Farmer 
MINNESOTA. 

Be. Paths occcs cccesbas Northwestern Farmer 
MISSOURI. 

Kansas City....... «+++ Live Stock Indicator 

Colman’s Rural World 

Meo déveies. wcccccomed Central Baptist 
NEBRASKA, 

COs co ccsecessovencces Nebraska Farmer 
NEW MEXICO. 

Las Vegas.......++. Stockgrower and Farme: 

OHIO. 

Cincinnati........ American Grange Bulletin 

a , Se ere Ohio Farmer 

COUN o0 s cccwssdscseed Catholic Universe 
OKLAHOMA. 

| eer ener Home, Field and Farm 

SOUTH DAKOTA. 

SRA ssc so nsicivcseeet Dakota Farmer 
TENNESSEE. 
Nr Baptist and Reflector 
TEXAS. 

PR Sccccccdee tees Texas Farm and Ranch 
BN hoced<<aous Texas Baptist and Herald 
WISCONSIN. 


Fort Atkinson............ Hoard’s Dairyman 
Racine.. ..+++.Wisconsin Agriculturist 


Louis V. Urmy was born in 1869, 
and educated in the public schools. 
He started thirteen years ago as file 
boy with the Geo. P. Rowell Advertis- 
ing Co., and went through every 
branch of the business during the five 





LOUIS V. URMY. 


years he remained with that concern, 
thus receiving a thorough and valuable 
education. He left to assist Mr. Wm. 
Wattenberg to publish the monthly pa- 
per, Hamily Mail Bag. From there 
he went to work for Mr. S. S. Vree- 
land, who at that time represented one 
of the best lists of out-of-town papers. 
He remained with Mr. Vreeland for 
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about three years and solicited business 
for his list of papers, although not yet 
twenty years old. He later worked 
for Thos. H. Child, better known as 
Child, the agricultural man, as he 
represented the largest list of agricul 
tural papers then in New York. He 
‘emained with Mr. Child two years. 
Chree years ago he started out as a 
full-fledged special agent. Mr. Urmy’s 
fice is in the Tribune Building. Fol- 
owing are the papers he represents : 


CALIFORNIA. 
Los Angeles. .cccc....sceseeeccces Household 
ILLINOIS. 
CHING i bse00s -ctesonves Breeder’s Gazette 
INDIANA. 

Evansville..... Covgccccccccccccceceee Journal 
Evansville........ccceee: stbeeevecbous News 
IOWA 
Siotsx City... ccoccccccccccccccccoce Journal 
Siown Chty....cccececeecccecces eovcccee Times 
DAVENPOFt.....ceceececeeeeecceeeeeees Times 
MAINE. 

Waterville .. ........ Turf, Farm and Home 
MASSACHUSETTS, 

BOS. 200 coces American Kitchen Magazine 
PENNSYLVANIA. 

Harrisburg. 





HOwstORs cccccccccocccccctee coccveces 





LEWIS A. LEONARD. 

Lewis A. LEONARD was born in 
Talbot County, Maryland, July 10, 
1846. He graduated at the West River 
Collegiate Institution and afterwards 
studied as a lawyer, but went early 
into newspaper work. He was one of 
the founders of the S/av, at Cincin- 
nati, and was editor and manager of 
the Star and Zimes-Siar for fourteen 
years. During that time he was a 
director and vice-president of the Na- 
tional Associated Press and the United 
Press, which succeeded it. Mr. Leon- 
ard inaugurated the system of leased 
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wires for special service by out-of-town 
papers, the 7imes-Star being the first 
paper to secure this advantage in its 
news service. For the last six years he 
has been the advertising representative 
of the Toledo Blade and for the last 
three or four years has been located in 
the Tribune Building, where he repre- 
sents : 


OHIO 

Le eee Blade 

SE pies snthtscimarereewsed Dispatch 
MAINE. 

GRR i cactditntiacsavivitnaincesid Comfort 











oii & ‘ 
S. C. BECKWITH. 

Tue S. C. Beckwith Special Agency 
was recently formed by Mr. S. C. 
Beckwith by taking into the concern 
as partners his two brothers, who have 
worked for him for fifteen and eight 
years respectively. It is adniitted on 
all sides that Mr. Beckwith is the one 
New York special agent who secures 
most advertising for the papers he tep- 
resents. No one can tell just what is 
the reason ; but everybody knows that 
for many years the largest patron of 
PRINTERS’ INK has been this same suc- 
cessful special agent. When he con- 
sents to represent a new paper the ad- 
vertisers of America are at once told 
about that paper’s good qualities in the 
advertising pages of PRINTERS’ INK, 
and the result is soon apparent. Pub- 
lishers sometimes change their special 
agents, but when Mr. Beckwith’s serv- 
ices are once secured changes do not 
occur. In the first six weeks of his 
engagement Mr. Beckwith forwarded 
more than $40,000 in new advertising 
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orders to a paper recently taken on by 
him. The Beckwith Special Agency’s 
offices are in the Tribune Building. It 
represents the following papers : 








ALABAMA. 

Birmingham. .....cccccccccsecse State Herald 

CALIFORNIA. 

SONNE. i cicivcicidccicesed Record-Union 
COLORADO. 

DERVET ccccccccccccees ssevceges Republican 

PN S.50:edxesste eaeovagnesada Chronicle 

RORDUUED. occ cntesevesssses Herald-Democrat 
GEORGIA. 

AUARER 00 ccscccecvecccvcce cccccseses Journal 

KANSAS. 

We vvccvscsccoccestavesscecesoned Eagle 
LOUISIANA. 

PE OR era desars toscesigeeseverd States 
MARYLAND. 

DI soc cinsevscssccocce Morning Herald 

ASSACHUSETTS. 

BOM. on sccccscceceseccccccccsece Traveler 
MISSOURI. 

ames CRG. oi cccccccectcvessoocssees Times 

St. Louis.......... eee, Poe Post-Dispatch 

OHIO. 

SR ii tcinces «catescsceoorsere Tribune 

CRPGNIRE. 5 (so. seesdccsscessccoesoees World 
OREGON. 

I hisebh Advecedaapecnbeees Oregonian 
POTIARS oc ocecescccesescesesccccccs Telegram 
PENNSYLVANIA 

Pittsburg... imdateessbn booceeeess 
Philadelphia....c0ccccccccsesses 
TEXAS. 
Austin...... CO0C Ce See eee Cocesceene Statesman 
Dallas..cccs ..- NeNeConsew +++» Times-Herald 
Fort Worth ...... cabeeseeescoseesecs Gazette 
Noise cocescedteicdceses cee Tribune 
BROOD vo sececccccvevctetscs cscccccces Post 
Mt. 56966660ss06ndccences Express 
| AS SER ee ae Telephone 
UTAH 
Balt: Lakes CRY. occccccccccesses eeeee Tribune 
WASHINGTON. 
Spokane..cccoces.-- os a Review 





dger 


se eeeteeee 





FRANK E. MORRISON. 

Mr. FRANK E. Morrison was born 
at Marlow, New Hampshire, in 1865. 
In the early part of his life Mr. Mor- 
rison was engaged in the hctel busi- 
ness in Boston and New York. He was 
one of the first men to introduce the 
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typewriter into hotels. Mr. Morrison 
did not enter newspaper work until 
1889, when he joined the staff of the 
New England Magazine, of Boston. 
Shortly afterward he came to this city 
as the New York representative of that 
paper. Mr. Morrison’s office is in the 
Temple Court Building. He repre- 
sents the following newspapers : 


CALIFORNIA, 


San Francieco....... ssscocvces News Letters 
INDIANA 
MEAD... . cccscsrsesses Indiana Baptist 
MASSACHUSETTS. 
ee The Atlantic Monthly 





..The New England Magazine 
MINNESOTA. 


Boston... 


Minneapolis, ...ccc0s.ccccce North and West 
MISSOURI. 

Ee Perret ree The Inland 
ee oe Word and Works 
NEW YORK 
New York City......cccccccccvceces Toilettes 
OHIO 
Cincinnatl....cccscecces +e++eeLight of Truth 





i Pt - nigel 














C. S. FAULKNER. 

C. S. FAULKNER was born at Bos- 
ton, Mass., in 1837, and studied in the 
public schools of that city. In 1878 
he started as a special agent, with 
offices at 23 Park Row, where he has 
remained ever since. Mr. Faulkner 
is one of the oldest special agents in 
New York. He is said to possess a 
goodly share of that geniality which is 
common to all specials, and to have a 
host of friends. He now represents: 

GEORGIA, 





Savannah mec News 
Macon.,.... Sb sede 5642 oer es eet egraph 
E 
New York...... 1e9berinn en “Sunday Mercury 
Pe Re 6cs stssn00e Faulkner’s Magazine 
SOUTH CAROLINA. 
Charleston........ +eeeeeesNews and Courier 
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FIRST NEW YORK ADVERTISERS. 


THEIR CURIOUS ANNOUNCEMENTS IN 
NEW YORK NEWSPAPERS—DEVELOP- 
MENT OF ADVERTISING FROM ANTE- 
REVOLUTIONARY DAYS, 


Newspaper advertising must have 
been an unimportant item in the ex- 
vense account of New York merchants 
n the second quarter of the eighteenth 
entury. The New York Gazette, 
which was founded by James Bradford 
t the beginning of that quarter, had 
luring its early years very little adver- 
‘ising patronage, and one may say 
one from the shopkeepers. The few 
idvertisements of that time, and, in- 
eed, throughout the eighteenth cent- 
ry, were usually written in a simple, 
traightforward fashion. Advertising, 
n fact, was confined exclusively to 
special announcements necessitated by 
special facts or conditions. It was 
not, as now, an every-day matter of 
course, designed not only to set forth 
special facts, but also to keep a man’s 
yusiness before the public. There 
were no standing advertisements, as 
the phrase is. The New York Gazette 
much of the time contains less than 
one short column of advertisements. 
[he issue of March 28, 1726, for ex- 
unple, has only three or four inches of 
advertising matter. One advertise- 
ment announces the coming sale of a 
piantation of 400 acres on the south 
branch of the Raritan River. An- 
other offers for rent a dwelling and 
bake-house at Perth Amboy. There 
are no other advertisements save that 
of the publisher, who announces that 
the postmaster is authorized to receive 
advertisements. The issue of March 
28, 1726, is, so far as advertisements 
go, much like every other issue of that 
year, and, indeed, of several succeed- 
ing years. By the year 1730, however, 
the advertising patronage of the paper 
had somewhat increased, and the issue 
of May 18 of that year has a full 
column of advertisements. Merchants, 
however, were not yet advertising. 
The city was small, and all its busi- 
ness houses must have been pretty 
well known to possible purchasers. 
Advertisements were restricted to an- 
nouncements of real estate sales, offers 
of rewards for runaway servants or 
slaves, or announcements of the ap- 
proaching sales of slaves. Almost the 
first ordinary business advertisement 
is the publisher’s announcement that 
at his office ‘‘ you may have old books 
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new bound either plain or gilt.’’ 
There was a little more variety in the 
advertisements of July 13, 1730, for, 
in addition to offers of rewards for run- 
away slaves and notices of coming 
real estate sales, there was an appeal 
to an English immigrant to come for- 
ward and claim an estate coming to 
him in the mother country. 

One of the earliest hotel advertise- 
ments is that of the Coach and Horses 
‘in the Broadway in New York City,” 
kept by Thomas Welch from London, 
where, according to the Weekly Jour- 
nal of November 26, 1733, ‘‘ very good 
entertainment for man and horse” is 
to be had, and there are ‘‘also horses 
to be let or stand at livery.” The 
newspapers of the day had entered 
upon an era of scurrilous political ad- 
vertisements, but as for the business 
life of the city, it still was not mir- 
rored in the advertising columns. 
Sales of household goods were an- 
nounced With amusing particularity. 
The Weekly Journal in one issue of 
1793 contains this curious advertise- 
ment, doubtless with a hidden signifi- 
cance well understood at the time: 
‘‘Here are many women in this town 
that these hard times intend to go to 
service, but as it is proper the world 
should know our terms, we think we 
should not be beat by our mistress’ 
husbands, they being too strong, and 
perhaps may do tender women mis- 
chief. If any ladies want servants and 
will engage for their husbands they 
shall be soon supplied.” 

There was an occasional retail ad- 
vertisement in the newspapers of 1733. 
Nathaniel Hazard offered very good 
Cheshire cheese near the Old Slip 
Market. ‘‘ The famous German art- 
ist” announced sleight-of hand tricks 
at the house of a citizen living in Duke 
Street ; the admission prices were one 
shilling, ninepence, and sixpence, and 
the hour of beginning was 7 o'clock 
every night except Saturday. One 
of the earliest patent medicine adver- 
tisements is contained in a newspaper 
of 1733. James Wallace, ‘‘ who sells 
the Beatman drops,” announces his re- 
moval to ‘‘a house belonging to James 
Levington in the Broadway, a little 
below Alderman Van Gelder, his house 
on the other side of the street.” Wal- 
lace, unlike most advertisers of the 
period, appears in several successive 
issues of the paper, though his excuse 
for advertising was his removal. That 
was one of several excuses that 
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business men of that period seem to 
have thought it was necessary to find 
when advertising. It was net yet a 
matter of course that a business should 
be advertised. 

The increase of ordinary business ad- 
vertising was for some years extrem-ly 
slow, and there was noattempt to make 
advertisements conspicuous either by 
position or typographical devices. Peter 
Lynch announced in 1734 ‘‘ Very good 
orange butter, excellent for gentle- 
women to comb up their hair with, and 
also cures children’s foreheads.” Gro- 
cers and bookbinders advertised a lit- 
tle that year. 

Ten years later the New York Post 
Boy had a considerable variety of ad- 
vertisements, though they mostly con- 
cerned shipping and real estate. Indi- 
go, cannon, saltpetre and cutlery are 
advertised in a single issue, along with 
an invitation to ‘‘gentlemen, sailors 
and others” to join a privateer just 
fitting out against his majésty’s ene- 
mies. There is an advertisement for 
bear’s grease in large quantities sev- 
eral times repeated in 1744. It was 
about this time that there began to ap- 
pear the characteristic advertisements 
of the mid-century period. They read 
as if they had been written with no 
special view to attracting public atten- 
tion, though they are well enough ex- 
pressed, but they must have mightily 
whetted the appetite of purchasers in 
the little provincial city. Oneof these 
announces ‘‘a very good assortment of 
European goods proper for the season, 
just imported from London in the ship 
Woodstock, Captain Exeter, and to be 
sold by John Provost.” It was the 
thing to emphasize the European origin 
of goods, and an air of sincerity was 
conveyed by naming the ship and the 
master. It became the fashion later 
to enumerate the goods at considerable 
length. Advertisements were more 
often repeated than formerly, and the 
value of the newspaper as a regular ad- 
vertising medium evidently began to 
be felt, but manifestly advertisements 
were not regarded as of great impor- 
tance by the publishers, for time and 
again at later dates one of the news- 
papers announces that particular ad 
vertisements have been postponed to 
another issue, which meant a delay of 
a week. 

There is a fine simplicity and direct- 
ness in this advertisement: ‘‘ John 
Browne, lately married to the widow 
Breese, continues to carry on the 
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leather-dressing trade at the dwelling- 
house of the late John Breese in the 
Smith’s Fly, near Beekman’s Swamp, 
or the Creple Bush.” Browne kept 
this advertisement going for several 
issues. A dozen years earlier he would 
have been content with a single an- 
nouncement. Richardson’s ‘‘ Pamela”’ 
is announced about the same time with 
this virtuous comment: ‘‘ A narrative 
which has its foundation in truth and 
nature, and at the same time that it 
agreeably entertains by a variety of 
curious and affecting incidents is en- 
tirely divested of all those images 
which in too many pieces calculated 
for amusement tend to inflame the 
minds they should instruct.” 

The Post Boy had at this time from 
a page to a page and a half of adver- 
tising, most of it, however, dealing 
with real estate, runaway apprentices, 
and slave sales. One of the longest 
early patent-medicine advertisements 
occupies a third of a column in a news- 
paper of March, 1745. It recommends 
‘“*tar-water’’ for malaria. A music- 
master in the same year says: ‘‘ This 
is to announce to all young gentlemen 
who are willing to divert or improve a 
tedious hour that they may be taught 
by a very easy method the violin and 
flute by a gentleman lately arrived 
here.” 

Display advertising was common by 
1787, though there were few cuts save 
at the head of shipping advertisements. 
A person with the unpromising name 
of Wragg made this announcement in 
1787 : ‘‘ Gentlemen and ladies may be 
taught the French language in its ut- 
most purity by one lately arrived from 
England, and who has made the tour 
of France.” Marine insurance adver- 
tising began to appear about this time. 
By 1762 the Post Boy was devoting to 
advertisements a large part of its first 
page. There was plenty of display 
type, though much less than nowadays. 
A druggist announced half a dozen 
newly-imported patent medicines. 
Prices were still rarely announced, and 
the every-day devices of modern adver- 
tisers were unknown. A bookseller’s 
advertisement occupied half a column, 
an unusually large space. There is a 
smack of the modern ‘ruthless sacri- 
fice ’’ in Bernard Lintot’s modern an- 
nouncement in January, 1765, that, 
owing to his intention to finish the sale 
of the goods he has on hand, in a short 
time, he will sell them at a much low- 
er price than usual, Lodgings were 
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ioldly advertised by this time, but the 
:odern ‘‘ help wanted ” and ‘‘employ- 
ment wanted” advertisements were 

re. Thoroughly modern in tone, 

,wever, is a rag merchant's offer of 
,rizes to the persons that shall bring 

e largest number of rags during the 

ar 1765. The amount in each case 

ist exceed 800 unds, and the 

izes are $10 for the first, $8 for the 
.cond, and $5 for the third. Joseph 
!ieck, stay-maker, assures the ladies of 
‘.ew Vork that ‘‘he will always make 

his constant care to have the newest 
{.shions early from London, which will 
prevent that disagreeable delay which 
ladies meet with by sending for their 
siays, and be a means of keeping the 
large sums of money that go yearly 
out of the country to London for 
stays.” Booksellers were often large 
advertisers in the mid century period. 
I{, Gaine has an advertisement of one 
and three-quarters columns in a news- 
paper of 1765, an almost unheard-of ex- 
travagance in his day, though the space 
would be less than three-quarters of a 
column in any New York morning pa- 
per of the present time. A dozen 
years later military advertisements were 
common. The Gazette and Mercury 
gave in one of its issues in 1777 half 
its first page to an advertisement of 
Lord Howe’s proclamation. Adver- 
tisements took about this time the form 
they maintained for the next fifty years. 
Indeed, many features of eighteenth 
century advertising still survive. Dis- 
play type became the rule for ordinary 
business advertising in the period of 
the Revolutionary War. The develop- 
ment in that direction had been some 
years in progress before the struggle 
began. Advertising cuts, hitherto con- 
fined chiefly to shipping advertise- 
ments, now began to appear. A fur- 
rier in 1777 frequently inserted cuts of 
a muff and a collarette in the Gazette 
ind Mercury. . For several years he was 
the only merchant to employ advertis- 
ing cuts. Patent medicine venders 
were among the largest advertisers dur- 
ing the Revolutionary War. By 1784 
there was a marked increase in display 
type. Cuts began to be more frequent, 
though they were still rare. They 
continued to be so for twenty years or 
more. 

There had been little or no play of 
humor in advertisements up to this 
time, and for a long time to come ad- 
vertising was still a matter of strict 
business announcement, but in 1802 
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there occurs this announcement in a 
New York newspaper: ‘‘ John Hig- 
gins would be unjust to himself if he 
did not recommend his mode of cut- 
ting hair, which he does in a manner 
almost to beautify the ugly.” Higgins 
announces that he has just returned 
from ‘‘ Ballstown’’ Springs, and is to 
be found at his shop in Pine street. He 
continues: ‘* Sometimes it is said that 
man cannot be trusted to shave him- 
self, can he then be trusted to shave 
others, or have we found angels in the 
form of barbers to shave him?” This 
advertisement occupies a third of a 
column, and it is adorned with an ex- 
ecrable cut of a woman’s head. The 
newspapers of 1810 and thereabouts 
have among other cuts one of the new 
steamboats for Philadelphia, which ran 
to New Brunswick, where the pas- 
sengers were transferred to coaches. 
Cuts of ships, houses and coaches were 
common by that time, and shoemakers 
frequently inserted cuts in their adver- 
tisements. There was some attempt 
at classification by this time, and a 
few merchants were regular advertisers. 
Legal and political notices, shipping 
matters and real estate announcements 
still made up the bulk of the advertise- 
ments, and the advertising columns 
were not, as now, a complete index to 
the business life of the time. The 
newspapers seem still to have been 
little used as a means of communica- 
tion between employers and those seek- 
ing work. 

There were occasional humorous ad- 
vertisements in the first quarter of the 
present century, but the middle of the 
century was reached without the intro- 
duction of any great variety of style 
into advertising. Even as late as the 
sixties a column advertisement was a 
rarity, and ordinary retailers seldom 
went beyond a quarter of a column. 
Patent medicines and amusements oc- 
cupied the longest individual adver- 
tisements. Prices began about the 
mid-century period to be inserted in 
retail advertisements, but large busi- 
ness houses late in the sixties occupied 
in a week less advertising space than 
such houses now occupy on a single 
day.—W. Y. Evening Post. 

——__ ++ 
POSTPONED. 

“Too bad! There has been an accident 
to the machinery in the mill, and they can’t 
send us any more of those goods at present,” 
said the junior partner. 

** It is too bad,” replied the senior partner. 


“* That clearing out sale will have to be post- 
poned,”’— 7%#-Bits. 
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50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 











WISCONSIN ACRICULTURIST, 


CINE, 
LETTER 


TO LET. $1 to $3! J. H. 
eel Goodwin, 1215 B’way, N. Y. 


Lynchburg NEWS {3:008 W.du5: 
SUPERIOR g paper in North- 


TELEGRAM cra LY. 


The Evening 
~——_ Journal, 


JERSEY CITY, N. J., 


IS GETTING ON NICELY, THANK YOU. 
So are its advertisers. They find it pays. 
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COMPLETE S¢¢,0¢ Hawaiian Island $6 


Stamps from 1 
Remittance = be Paps with order per posta! 
money order, or i 8. green y registered 
mail.” JAMES STEINER yy iy Hawaiian 
Stamps, HONOLULU, HAWAIIAN ISLANDS. 


ITs TOPEKA, KANSAS 
Clreulation 7,600 


teed—larger circula 
tion than any other ney weekly. For rates, 


etc., address C. Geo. Krogness, Marquette Bldg.. 
Chicago, Ill., Western Agent. 


“FISHERS OF MEN” 


The shrewd advertiser who drops his 
into the Jackson, Tenn., 


oa we xHIG.. 

is sure of a good catch. 
Only morning per in a radius of 
one hundred miles wl veritable Alex- 
ander Selkirk in its territory. Jack- 
son is an up-to-date city of 15,000 
inhabitants without a clam or a 
a is a manufacturing. 
and educational A pd and £ 
the trading mart of 300,000 people 

of snap, push and cash. 
The Wuilcis the key to the situation. 
L, J. BRookKs, Prop’r, Jackson, Tenn. 
H. D. LA COSTE, 


EASTERN REPRESENTATIVE, 38 Park Row,N.Y. 
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THE ARGONAUT 


Is the only high-class Political and Literary Weekly pubiished on the Pacific 
Coast. Thousands of single-stamped copies of it pass through the post-office 
every week, remailed by subscribers to their friends. It has a larger circula- 
tion than any paper on the Pacific Coast, except three San Francisco dailies. 
It goes into all the well-to-do families of the Pacific Coast. Over 18,000 circus 
lation. ¢ Argonaut Building, 213 Grant Avenue, San Francisco. 
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3 Good Paper 3 
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; Good In see 3 
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3 Good Presswork, ; 
2? Render the advertising pages of © 
2 Desesesosesesesesee?e e 
° ¢ THE @ 
@ /Justas much careistaken ® ® 
> with the advertising pages S PE [ ERSON 4 
2 as with the illustrated and S$ S 
; me: © ¢ MAGAZINE 3 
C ® 
ees Pesearoeoveveveres Especially attractive. S 
e 
e@ That is one reason why advertisers appreciate and use 3 
2 the ** Peterson Magazine.” Another—the rate of $80 @ 
S per page an issue by the year. 2 
® 
: The Peterson Company, 9 5th Ave., Ss 


«++ NEW YORK. 
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Organ of the Young Republicans 
of Michigan. 


Truth 
a 


Detroit, Mich. 


(wrer 

‘We Offer 

to the trade the best 4 and 8 
Page PRESS on the market. 


The ‘‘ New Model” Web is sold }| § 

) an its merits for just what it will $| § 

‘ do, for the economical conditions 2| f 

? under which it can be run, and for : 

> the large and well-printed product 

‘ which it will produce—not in | 3 
| 





Combination of Old Critic 
and World. 


A GUARANTEED Circulation of 


...28,000... 
ay 


¢ spurts, but all the while. 


For advertising rates address 
HOME OFFICE, or 
H. FRANK WINCHESTER, 
10 Spruce St., N. Y 
Sole Eastern Representative. 





6 Madison Avenue, New York. 
334 Dearborn Street, Chicago. 
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( 

Campbell Printing Press & Mfg. Co. 
rd 
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SPIRITUALIST PAPER_____———" 


Light of Truth. 


Established 1886. 


Circulation 27,000 WEEKLY. 





SEND FOR SAMPLE COPY. 


* 


FRANK E. MORRISON, 
Publisher’s Special Agent, 
TEMPLE COURT, New York. BOYCE BUILDING, Chicago. 
LYNN S. ABBOTT, in charge Chicago Office. 
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Emerican 
Farmer. 


WASHINGTON, D. C. 


To School i; 
Advertisers... 
q 


THE CHURCH STANDAND 
during the past season carried 50 


per cent more school advertising 
than during any previous year in 
its history. 

We have received during the 
past year more unsolicited testi- 
mony as to its value as a medium 
for this class of advertising than 
we have received during any pre- 
vious year. 

It stands upon its own merits 
entirely. If it cannot help you 
fill your school, it does not want 


ee 


The oldest agricultural paper 
in America, 
PAYS ADVERTISERS. 


Published on the first day of 
every month. 


OVER your ae, What - = ask 
at your hands is a trial. any 
00 oC 0 COPIES.... aper circulating in the Protest- 
1 ’ s+EACH ISSUE. SF iplesopal Clnsch.patheutatty 
in the great Middle Belt, can help 
ca you it is 
New York Office: The Cburcb... 


. Standard. 
Special rate for 1896. 
THE CHURCH STANDARD COMPANY 
Philadelphia, Pa. 


66 World Building. 


BYRON ANDREWS, 
Manager. 
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Hello... 


Is this the Advertising Office of the Christian Guide, 
published weekly at Louisville, Ky. ? 

Yes, sir! 

Well, how about our change of copy for next issue? 

Have you ordered it ? 

Yes ; order went last night, will it be filled promptly ? 

Yes, sir. 

What kind of Advertising do you consider best adaptcd 
to our use, display or reading matter? 

Display, as our artist says it is a splendid subject for 
illustrating and he can do exceilent work. 

All right, I thank you for giving it so much careful at- 
tention, and I am sure good results will follow. 


..-.-GOOD BYE. 





Oe ee 





Always address 
H. C. HALL, Advtg. Mgr., 
22 Witherell Street, DETROIT, MICH. 
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be pI 4 ESTABLISHED 
2 AANZCIGCLr... . 1834 
oM 

Pal 

Ml 

: Des Wiestens 

iM 

M4 

“i DAILy, . 8 pages 
i) THE GREAT GERMAN-AMERICAN 

) SOUTHWEST WEEKLY, . 12 pages 
a The leading, the foremost German daily of St. Louis— 

rt its circulation by far exceeds that of all the others. 


\ The Anzeiger des Westens pays more postage for its issue 
4 _ through the mails than any other German paper in St. Louis. 
i The Anzeiger des Westens covers the German field of the 
™ — West and Southwest. 


wt 
PAPER OF THE WEST AND SUNDAY, 24 to 32 pages : 


su] ‘ one 

fi) Tue Awnzeicer pes WesTeENs is orege ready and willing to prove by a 
i] comparative investigation of all books—not of cash books only, which 
| may be doctored—nor by affidavits, which some persons with an 


elastic conscience, and no sense of dishonor, make as easily as eating 
a good dinner, but by an investigation of everything, that its circula- 
tion is far greater than the circulation of any other German paper in St. 


ul 

aH 

i) 

aM Louis. 

i Joun Scuroens An3eiger Association 

it Pr nog — PUBLISHERS 

? ADVERTISING MANAGER ST. LOUIS 
te = 




















W, it FOR TERMS 
FIt@ For SPACE 
And see what the oe ee 
Our Undenominational Weekly 
UNION Paper for the homes contains Dr, 
Talmage’s Sermon, contributions 
from 


GOSPEL NEWS | 228222 .cr0s. 


‘* B. FAY MILLS, 
“© J. C. COLLINS, 


Offers to advertisers. There “ 'E. P. HAMMOND, 

is no better medium by which Pror. GRAHAM TAYLOR 

to reach the people who read and other famous Evangelists 
ads... Address and Christian workers. Stirring, 


Attractive Stories, Notes on C. E. 
Topics and S. S. Lessons. Has 


The Union Gospel News, | tnine Sha heiptat home paper 
CLEVELAND, OHIO. 
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BURGER EMERG. CERES CELLS 
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Women Will Sho 
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Brooklyn women are no exception to 
the rule. They readthe * *% & 


ANDARD UNI 


before starting on their shopping 
tours because their faith in the paper 
strengthens their faith in its adver- 
tisers, Have you anything to sell 
that women want? If you have— 
enough said. & 2% % *% % 
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The Lookout, 


CINCINNATI. 


Average Weekly Circulation during 1895 


GUARANTEED ... 27,733: GUARANTEED 








* 
ADVERTISING RATES: 


Display, 20 cents per line. 





Basis of Mensenariont, KGLTS. 


250 lines, .. 
“ 


“ 


January 1, 1896, 


NOX NNO SOOO. 


iin eae ai DY VOWY VSOCHELQOGGOES. 


Reading Notices, 40 cents per line. 





o advertisement less than five lines. 


PROOF : Post-Office Receipts; the Subscription List; Paper Mill Ac- 


count; Press-Room Register. 

DISCOUNTS For Space Used Within One Year. 
a i eo en ee a en ee ee a ! 

1 

20 


25 
30 


= Ss. & oi wi ak eb ee ae 
Positively no deviation from these rates. 


H. C. HALL, Advertising Mngr., 
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Preferred position, 20 per cent extra. 
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22 Witherell St., DETROIT. 
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EFFICIENCY 
OF THE 


DAYTON tse: 


in reaching the homes of the City and 
suburbs very thoroughly, is demon- 
strated with satisfactory results by the 
leading merchants daily : 








“Three months’ advertising in Evening News 
brought greater returns than all the other Dayton 
dailies combined, for twice that period. It seems 
to reach the buying masses.” % % % & 


POPP ee eves Foes seeee 








That’s what one merchant writes—-and 
there are others 


sez’ “14,000 Daily 


They are unconditionally the best. We 
furnish prices for space and copies of the 
papers for examination when desired 


ewrork” HH. D. LA COSTE sansctr 
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$1,000 


Cash Prizes 


for 


Ad-Smiths 


For full particulars send for a 
ninety-two-page pamphlet, telling all 
about the American Newspaper Direct- 
ory, its aims, objects and methods. 
This pamphlet has been specially pre- 
pared for the use of ad-smiths in the 
competition invited for the $1,000 in 
Cash Prizes offered for the advertise- 
ments best calculated to sell a book. 
The pamphlet is now ready and will 
be sent free, postage paid, to any ad- 
dress. 


Address all communications to 
Tue Epitor oF 
THE AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce St., New York. 


; 
; 
; 
; 
; 
; 
; 
; 
; 
; 
; 
; 
: 
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BACK OF THESE TESTIMONIALS. 


Doceetunsns tress one moment that the pro- 
freed thowands tnd hundred thousands ogo. 


recognize 
und 

sulting the AMERICAN NEWSPAPER DIRECTORY, as 

it would be for a shi {0 go to sea without a rudder. farnishes a state- 
The ee ee Dmectory is the ment to the Di- 


on ean: all good thi Aerattie 
other ( 
are imitated.) but agen Lp yy pe 1 terwards found to 
rectory is the on! that can i pon. 

{ has been published seavally for 38 years and be scwes, the 
contains over 1000 pages. above reward is 


What ft It Gontaies. : paid to the fmt 
person ~ proving 
rable in the eat and Canada, that the Directcry 
was imposed 
upon. 








e ad’ a business 
whetber that icular terri 
ne ot Seca, “t sad whether we * 888. 

send bis salesman r cago, estera 
te fi lone is h times the a ree 

his information al worth many p ngeles, 
' he book, which is only Q5.00, delivery $100 i ee 
1896 issue, vagy will be vans my oo y é Thewe. ited 
a in June. ¥ 

ee eer eee * 1895. 


oan att Omaha, Neb., Bee. 
Weir City,Kan_Journal. 
Williamsburg, Kaa., 





MAORI NAY 
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te 
& 
M 


1893 
ind. Terr., 
‘her in Red. 
Monon, Ind., News 
Montfort, Wis., Monitor, 


7 


PAPER parnag oped that I kept in a se- 
cluded corner, his countenance and a | Ses etc. as fur- 2. rnalen. 
oom came a. his face. He was — nisbed it by the ‘arm, Stock & Home. Soliee 1., Times. 
Jar and was chught ia bia own tap. The Aman. publisher, the 
1CAN NewsPaPer DimecTORY rating was class B, . Ewsp: 
over 4000 be bo secdinen ee! pon te Gaede semi ti The publishers of the Amrnican N APER 
contract. * 


“Tred the cont of « donee books on’ this one 
contract alone. Send check or money order to 


GEO. P. POWELL & CO., 
Street, 











PRIZE ADVERTISEMENT FOR THE AMERICAN NEWS- 
PAPER DIRECTORY—SIXTEENTH WEEK. 


In response to the announcement inviting ad-smiths to com- 
pete in the construction of an advertisement calculated to sell 
copies of the American Newspaper Directory, the number of ad- 
vertisements received for the sixteenth week, ending April 28th, 
was eleven. First choice was given to the advertisement on 
this page. This advertisement was written by Chas. O’Malley, 
of Brooklyn, N. Y., and appeared in the Supply Journal of New 
York for April. In the original it occupied 8xg inches. The 
first advertisement in the competition appeared in PRINTERS’ INK 
of January 22d. The last advertisement will appear in PRintT- 
ERS’ Ink of July 15th. No advertisement will be considered 
which reaches the editor of the American Newspaper Directory 
later than July 4th. The result of the competition will be an- 
nounced in the issue of July 22d. 
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OUR TEAPOT 


IT IS SOLID SILVER—STERLING. 


What is it for ? : 

We will tell you. This is it. In every issue of PRINTERS’ INK there 
appear a good many pretty poor ads and a few good ones. 

The good ones bring profit to the advertiser and cause his face to be 
wreathed in smiles. 

The poor ads cost just as much, but produce less result, and induce a loss 
of faith in the value of advertising. 

This is all wrong ! 

We want more good advertisements. 

The way to make a good advertisement is to try to make a good one—try 
hard. 

To encourage good advertisements, we will, early in June, send this Solid 
Silver ‘Teapot to the advertiser who has the best advertisement in PRINTERS’ 
INK during the month of May. 

Early in July, another Printers’ INK Teapot will be sent to the adver- 
tiser who has the best advertisement during June. 

In July another. In August another, and so on. 











THE PRINTERS’ INK TEAPOT. 
May, 1896. 
We invite our readers to scan the advertisements, select the best and fill 
out the voting coupon, and send it in—addressed to PRINTERS’ INK. 
As a reward to the voters we will give a coupon good for a year’s sub- 
scription to PRINTERS’ INK to each voter who happens to vote for the adver- 
tisement that is deemed the best. 


VOTING COUPON. 


In the opinion of the undersigned, the best, that is the most effective, advertisement in 
Printers’ Ink, issue of May 6th, is that of 








appearing on page 








Name of voter 


Address of voter 








April 
. Date. 





Voting Coupons, properly filled, should be addressed simply 
PRINTERS’ INK, 10 Spruce St., New York. 
The subscriber who is unwilling to mutilate his copy of PRINTERs’ INK by cutting out the 
coupon may express his preference by letter or postal card. Either will answer the purpose 
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The making 
of a first-class 
newspaper is 
accomplished 
by the 
employment : 
of every : : : 
facility known 
to modern: : 
journalism : 
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Youngstown 
Vindicator... 


has the finest newspaper plantin Ohio. The builcing 
was constructed with a view to making it desirable 
as a newspaper home, from every standpoint—it is 
practical from the press-room to the roof. 

A modern press, latest machines and appliances 
to meet every requirement are found in the structure, 
a cut of which heads this page. 

The field covered is a very good one, including 
as it does the vast manufacturing and iron interests 
of Eastern Ohio. A circulation of 


...8,400 Daily ; 6,000 Weekly... 


among the homes of this section is presented for the 
consideration of advertisers. Information of 


work” AH. D. La Coste, — manager 
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VERING the populous, rich and growing 

territory of the Great West. The cost of Send for 
advertising in these papers is almost nomi- particulars 
nal by the paper, and even the aggregate to 

is surprisingly low. ° ° ° 
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CHICAGO NEWSPAPER  [JNION, 
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10 Spruce Street, NEW YORK, 





and CHICAGO, ILL... 
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DEPARTMENT OF CRITICISM. 


By Charles Austin Bates. ! 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 
to offer Sy pe for the betterment of this department. Anything pertaining to adver- 
tising will be criticised freely, frankly and fairly. Send your newspaper ads, circulars, book- 


lets, novelties, catalogues. 





ADVERTISING IN GENERAL. 





One of the best ads in the May 
magazines and one of the best quarter 
pages I have ever seen is that of the 
Joseph Dixon Crucible Company. In 


‘ell me your advertising troubles-—perhaps I can lighten them. 





impression—as I have no doubt they 
have thousands of others—that Mur- 
phy’s varnish is good varnish. Some 
time ago IJ bought a new desk. After a 
short time the top of it began to have 
a dull, milky appearance. A visitor 








maketh’ @ merry run. Save half 
the work of wheeling and get twice 
the fun by using Dixon’s new No. 691 
Cycle Chain Graphite. The slickest 
lubricant ever used on a chain. Made of 
the finest, smoothest graphite—and what 
else experience and experiment have 
proved to be best— 


‘DIXON’S No. 691 
Cycle Chain 
Graphite 


never gums—won’t hold dust. 
Just the right size stick to use on narrow 
chains. Send 1 cents for sample stick. 

408, DIXON CRUCIBLE CO., 
















The 
class bicycle 


the market 


nly 


Strict ly 


lantern or 





b Send for Catalogue No. 18. / 





Harper’s it was so placed that it re- 
ceived much of the benefit of the 
Searchlight ad beside it. I reproduce 
the two ads to show you exactly what 
I mean. 

# % 

Everybody who reads the magazines 
knows the Murphy Varnish advertis- 
ing. I suppose most of the people who 
have thought about the matter at all 
have wondered whether or not they 
sold varnish. Probably no one knows 
except Mr. Franklin Murphy, and 
probably he will not tell. It has al- 
ways seemed to me that these ads didn’t 
talk enough about Murphy’s varnish. 
They have been beautifully dignified, 
and some of them have made interest- 
ing reading. They have given me the 


noticed it and said: ‘‘ The man who 
made this desk evidently didn’t use 
Murphy’s varnish.’’ Good! But when 
I bought the desk I didn’t know 
whether it was varnished with Murphy 
varnish, or Valentine varnish, or with 
Bill Smith’s varnish. As a matter of 
fact it isn’t any of my business whose 
varnish the maker of the desk used, so 
long as it was good. I have com- 
plained about this varnish, and the 
maker of the desk is going to fix it up 
for me. I haven’t even yet insisted on 
having Murphy’s varnish used. The 
only thing that I do insist upon is that 
the top of the desk shall show the 
beautiful grain of the wood, and I 
don’t care whether the maker of the 
desk uses varnish on it at all. All I 
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care for is the result, and he is respon- 
sible for the result. If he can’t fix it 
up, allright. He will have to take the 
desk out and give me a newone. Per- 
haps he also reads the magazines, and 
by the time he has given me a new 
desk he will remember some of the 
Murphy arguments, and will believe 
that he can save trouble by investing in 
Murphy’s varnish. The Murphy ads 
are apparently addressed to the con- 
sumer—that is to say, to the users of 
desks and carriages, and houses and 
other varnished things. They proba- 
bly reach the makers of these at the 
same time, but in an expensive way. 
Here is one of the best Murphy ads I 
have seen, but it would be better if it 
were longer and stated distinctly that 
Murphy’s varnish was the kind that 
did not crack : 


THE SCIENCE OF IT. 


In polishing fine wood the microscopic 

— on the surface are broken, and they 

edily decay by contact with the atmos- 

2 ae The crumbling of those infinitesimal 

ments obscures the brightness of coloring 

the delicacy of pattern in the deeper 

poo te of the wood. You know how the at- 

mosphere dulls the newly exposed surface of 

lead. That dullness, in lead or wood, is the 
decay of the surface particles. 

It is the office of varnish to protect, by her- 
metically sealing, those exposed points; and 
thus to preserve, as under a perfect glass, the 
liveliness of their freshly-cut facets. A var- 
nish that cracks is little better than none, for 
it lets in the destroying atmosvhere. There 
are varnishes—but not many of them—which 
do not crack. 


MURPHY VARNISH CO. 


FRANKLIN Murpny, President. 


Head Office: Newark, N. J. 
Other Offices: Boston, Cleveland, St. Louis and 


Chicago. 
Factories: Newark and Chicago. 











I tell you it doesn’t do to leave any- 
thing to the intelligence of your read- 
ers. It is astonishing how differently 
different people see the same thing. 
Stand a half dozen people in a row and 
tell them something. Go around an 
hour afterward and inquire of each one 
what it was you said and you will find 
that you said six totally different things. 
Advertisements cannot be made too 
plain. Of course, people who cannot 
understand a reasonably plain state- 
ment are very stupid people, but then 
you must consider that there are such 
a lot of stupid people in the world, and 
that their money will buy bonds just 
the same as smart people’s money. It 
pays to make your point so plain that 
the very stupidest cannot fail to under- 
stand it. 
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The following clipping from Push 
brings out a point that may well be 
considered by every advertiser and 
every writer of advertisements : 


The trouble with the products of a great 
many advertisement writers is that you see 
too clearly the art by which they accomplish 
their results. Too many advertisement 
writers have not yet learned that the highest 
art is the concealment of art. In too many 
expert ads the work of the expert is too ap- 
parent. The ads seem to cry, “* Just look at 
me once! Ain’t I deucedly clever?” We 
are more impressed by the worth of the ad 
than by the worth of the goods. Which is a 
mistake. Mr. Powers says about printing 
that it is like dressing well; the one is well 
dressed whose dress you do not notice ; good 
printing is printing chat nobody thinks of— 
one looks beyond the types unconscious of 
them. It is the same way with the writing 
of anad. The best ad is the one of whose 
words you are unconscious. Verbal gym- 
nastics, smart sayings, “ fine writing ”’ con- 
scious of its fineness, are not what make a 
good ad. 

* * 
* 

The Indiana Bicycle Company have 
in the past done some of the worst ad- 
vertising Ihave seen. They have been 
painfully extravagant in putting poor 
advertisements into expensive space. 
It is therefore extremely pleasant for 
me to be able to thoroughly commend 
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No one concern makes : 
the best Bicycles in the | 


world et te te st 


No one make of bicycle has a monopoly of 
Some_excel in 
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poodle ay bicycles, and grade is not to be 
determined by price 


The 


Bicscle 


is the peer of any bicycle on the market at any 

ice Fis his product of a sad ob factory led 
in pt paar peg employin; the highest mechan- 
ical skill and the best mat obtainable, is sold at 


$85 AFAIR PRICE $85 
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the page ad which ‘they a are now run- 
ning in the magazines. The typo- 
graphical effect is exceedingly weak 
because of the effort to display nearly 
every line. The text of the ad, how- 





ever, is good enough to make up for 
the bad display. 
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RETAIL ADVERTISING, 


A thing that must be extremely fa- 
tiguing to anybody who knows the 
facts is the intermittent criticism of 
bargain advertising by men who know 
absolutely nothing about it. The man 
who never had an hour's experience in 
a retail business, and who goes into a 
dry goods store not more than once a 
year, is the one who tells you that all 
the bargain advertising is humbug, and 
that a man is necessarily a rascal be- 
cause he uses odd figures in making 
his prices. There are a great many 
men who believe that if they do not 
understand a thing it must certainly be 
wrong. A man told me once that John 
Wanamaker was a frightful liar because 
he advertised some $5 shoes of a cer- 
tain make for $3 or $2.50, or some- 
thing of that sort. I asked him what 
made him think so. He said that 
Wanamaker couldn’t buy the shoes at 
that price. He didn’t seem to under- 
stand that no matter what Wanamaker 
paid for the shoes, they were his—that 
he owned them absolutely, and that he 
might take them out into the back yard 
and burn them, if he chose to do so, 

How many retail dealers know the 
average yearly purchases of their cus- 
tomers? How many of them know 
the average yearly profits on each cus- 
tomer? Perhaps these things are not 
to be found out, but I believe they can 
be approximately estimated. From 
this estimate it can readily be deter- 
mined how much it is worth to secure 
a new customer. It isn’t possible to 
go around about the town offering peo- 
ple $2.50 to come into the store and 
get acquainted. A man would prob- 
ably make people believe he were in- 
sane if he went around in this way, 
with a basketful of cash. At the same 
time, I believe it might be a profitable 
thing to do: in some cases. 
goods merchant can get a well-to-do 
woman into his store at a cost of $2.50, 
he has at least a reasonable chance of 
selling her some goods and of retain- 
ing her trade permanently. Bargains 
are designed for the sole purpose of 
paying women to come to the store. 
I happen to know of ore certain sale 
of twelve dollars’ worth of bargain vel- 
vet by a New York dry goods house 
that led directly to a permanent ac- 
count at that store—an account that 
probably runs to $1,200 a year. That 
is the direct result of one bargain ad- 
vertisement. If the bargain had not 
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been a genuine one the result would 
not have been so good. The more 
customers a store has, the more cus- 
tomers it will gain. If a woman gets 
a new dress, her neighbor sees it— 
likes it, and asks, ‘‘Where did you 
get it?’ ‘* Hilton, Hughes & Co.’s. 
I buy all my goods there.” Or, 
‘*Bloomingdale Bros.,” or wherever 
else it happened to be. There’s ad- 
vertising for you! And of the very best 
kind. The visitor goes away and tells 
the neighbor on the other side that 
Mrs. Fitz Robinson has a ‘‘ perfectly 
lovely’’ dress that she got at Hilton, 
Hughes & Co.’s. Bargain news spread 
in a like manner. Women compare 
bargains. They compare prices. The 
man who offers continuous bargains 
pretty soon gets the reputation of sell- 
ing very cheap. Everybody wants to 
buy ‘‘the best goods for the least 
money.” It may be a trick to offer 
bargains for the sake of getting women 
into a store, but it is an honest trick if 
the bargains are honest, and no one is 
hurt by it except the merchant who is 
slow enough not to see the advantages 
of the method. For my part, I don’t 
believe there is a living, breathing hu- 
man being who doesn’t like to get a 
bargain. The man who sneers at 
‘* bargain hunting women” would snap 
quickly at the chance of buying some- 
thing useful to himself a little bit un- 
der the market. He would consider 
himself pretty slow if he missed an op- 
portunity of this kind. The man who 
buys a good piece of commercial paper 
at a stiff discount is getting a bargain. 
Mr. J. Pierpont Morgan bought some 
few trifling millions of dollars’ worth 
of government bonds awhile ago at 
one hundred and ten and a fraction. 
He got a bargain. The principle is 
just the same in bonds or beef. The 
United States government demon- 
strated the fact that bonds at $1.10 
were a bargain. Next time people 
will pay more for them. 
*_* 

The Donaldson Lithograph Co., of 
Cincinnati, Ohio, has sent me a little 
booklet advertising stock posters for 
different lines of goods. The idea 
seems to me a good one, and is best 
described in the introduction to the 
Donaldson booklet. I reproduce it as 
showing what the manufacturer of 
posters has to say in favor of poster 
advertising. His views may be biased 
and they may not. The general use 
of posters by retail dealers is new and 
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its profitability can be determined 
only by trial. In the past it has been 
only an occasional retailer who used 
posters. 


TO ADVERTISERS. 


We want a few words with advertisers. 
We use the word advertisers advisedly, be- 
cause we do not believe in wasting words on 
the man or merchant who thinks “‘ advertis- 
ing doesn’t pay.”” They are failures—no 
good to themselves or to anybody else. 

But advertisers are live, enterprising, pro- 

ive men. They are interested in all 

inds of advertising and though always 

busy, they like to discuss and compare the 
relative value of various mediums. 

_We make high-class posters, not freaks nor 
nightmares, but posters that are apt and 
striking. 

It is natural, therefore, that we should be- 
lieve in their efficacy, and as we have 
making them for over a third of a century, it 
is also natural that we should believe our- 
selves competent, to some extent, to tell others 
about them. 

We believe that they afford the best and 
quickest means of reaching the public that 
exist to-day. 

When a town is well posted, your adver- 
tisement greets the eye onevery hand. The 
servant sees it from the opposite side of the 
street when first she throws the shutters open 
in the morning. adam sees it on her way 
to some social function or shopping expedi- 
tion—sees it not only once but dozens of 
times, for it greets her at every corner every 
crossing, on her way down town. 

aster finds it omnipresent ; from the time 
he leaves home for his office in the morning 
until he returns at night, it is with him. On 
his way to bank and again when he returns. 
When he goes to lunch or to collect a bill or 
solicit an order, it smiles at him, laughs at 
him, taunts from every bill-board, fence or 
dead wall that he passes. 

If the poster is a good pictorial poster it 
tells its story at a glance, and this cease- 
less, tireless, persistent repetition accom- 
plishes more in a single day than an adver- 
tisement in a newspaper couid effect in a 
month. 

“Why then are they not more used ?”’ you 
ask. ‘Surely, they are not new.” 

No, posters are not new by any means, but 
good pictorial posters for commercial usage 
are new. It has only been recently that designs 
have been evolved that would sell goods for 
retailers. At first they applied to only a few 
lines, like clothing and cloaks, but now they 
are made to apply to every branch of in- 
dustry. 

The advantages which accrue to the adver- 
tiser from the use of posters are almost too 
numerous to mention. Their chief value lies 
in their power, promptness and economy. 

Their power is due to the fact that they 
reach all of the people, and by ae pees at- 
tack and reiteration impress their story in- 
delibly on the mind. 





advertises in a newspaper pays for circula- 
tion in a territory so remote that never, by 
any possibility, can he expect returns from 
it. In using posters you may bill only those 
———— localities which you know to be 
tributary to your establishment. 

There are many other advantages that ac- 
crue to the retaile: who uses posters, but the 
space at our command is too limited to dwell 
upon them. We can only say, in conclusion, 
as gues tried, they are never after aban- 

oned. 
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Every once in a while somebody 
makes an outcry against giving the 
money back for unsatisfactory pur- 
chases. I have never seen any reason 
why this should not be done. It is 
exceedingly short-sighted business pol- 
icy for a merchant to force a customer 
to keep an unsatisfactory article when 
it might be returned in good order and 
placed in stock. About the only effect 
of such a procedure is to lose the good- 
will and the custom of the purchaser. 

A. C. Yates & Co., of Philadelphia, 
have sent me a guarantee slip which is 
pasted in the top of every box that 
goes out of their clothing store. It 
seems to cover the ground, and the 
last sentence in it explains the whole 
idea of ‘‘ money back.” 


YOUR MONEY BACK 


If your purchase proves unsatisfactor 
return it and get your money ; you shall 
have it without a word of argument. 

Dress suits and white goods excepted, 
of course—and money back on these also 
if the fault is ours. 

If what you buy here does not wear 
well we are ready to pay you for your 
loss at any time. 

We want you to feel that we are as 
anxious as you that you shall be perfect- 
ly pleased. We are not sentimental about 
it; we knowit will pay us to treat you 


well. 
A. C. YATES & CO. 
13th and Chestnut Sts., Philadelphia. 








Yates & Co. have been doing some 
rather striking street car advertising 
recently. One of the latest cards has 
three white panels on a bronze-blue 
background. The matter in the panels 
is as follows : 


YATES-MADE 
Men’s suits. Style in every stitch. At $15 
a modest, indistinct gray plaid—looks and is 
as good as ordinary $30 suits. 








They are prompt b resp are al- 
ways immediate. Bill a town thoroughly in 
the morning and returns will be experienced 
in the afternoon. Showmen and theatrical 
managers, who have to create a new demand 
for their wares almost daily, have long since 
learned to rely almost entirely on posters, 
because the public responds almost imme- 
diately. 

They are economical because you pay only 
exactly for what you get. The retailer who 





YATES-MADE 
Boy’s suits make you proud of your boy and 
keep him well dressed at the least cost by the 
year. 





YATES-MADE 
Is guaranteed with cash. Best fit—best style 
a goods—best wear—or your money 
ack. 
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READY-MADE ADS. 


[I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 


® 


ls nam 
ress of the writer will be printed, if he 
wishes it to be.—C. A. B.] 





For any Business—(By A. W. Paine). 


EVER MOVE? 


Found lots of things you’d forgotten all 
about—didn’t know you owned—didn’t you? 
Inventory is like moving—in this respect. 
It’s a time when everything is overhauled ; 
remnants, odds and ends, “slow sellers,” 
etc., are sorted out and put on sale at such 
prices as will move them out quick. It’s a 
time that economical women have learned to 
look for and take advantage of—HERE—where 
the best of everything in Dry Goods is sold 
on a “Money back if you want it” guarantee. 

J. W. MILLIKEN. 


oan —EEE—EEE 


For Furniture. 


A Book 
Worth Buying 
Is Worth Keeping. 


Going to leave your books 
scattered all around to be torn 
and mussed up when $2.26 will 
buy a neat four shelf Oak Book 

ase 








For Hats. 
The Newspapers Lose, 
You Win. 


We’d have to pay the newspapers hundreds 
ot dollars to advertise our new hat depart- 
ment, if it wasn’t for our $3-hat-for-$2. 
Every man that gets one sends in two or 
three friends and that’s the best kind of ad- 
vertising we know of. See how it works. 
Doesn't cost us a penny more in the end— 
and you appreciate that dollar saved. 


For Flour—(By A. W. Paine). 


The 
Staff of Life 


should be made of the 
best flour—flour that embodies 
the greatest quantity of nutri- 
ment and strength-giving prop- 
erties. If PURE GOLD FLOUR 
doesn’t suit every requirement 
you may have your money back. 








For a Feweler. 


Close Your Eyes 
to quality and 
the world is full of cheap things. But with 
our eyes wide open the real good things are 
ie and far between. When we buy our 
goods we look sharp for quality and work- 
manship. If they are right we see about the 
price; if not, ro cents on the dollar won’t 
tempt us to buy, for we have a reputatior. at 
stake. If you buy jewelry here it’s right, no 
matter how little you pay for it—it’s right. 


For Shoes—+By A. W. Paine). 


Just Notice 
People’s Feet 


and see if you can find 
any that Jook nicer or more com- 
fortable than those incased in a 
pair of our $1.75 Oxfords. Just 
notice other people’s $2.50 Ox- 
fords and see if they are not the 
same as our $1.75 grade. 





For any Business—(By A. W. Paine). 


DOLLAR 
SAVING PEOPLE. 


Wish there were more of them. 
“Why ?”’ They’re our best cus- 
tomers, the more particular, the 
more “ saving ”’ people are, the 
surer we are of getting their or- 
ders for , ete. 








For Dry Goods—( By A. W. Paine). 
** Money back if you want it.” 


DRESS STUFFS. 


The women who haven’t, bought for 
their spring needs are to be congratulated 
—for our showing was never better, de- 
sirable stuffs were never cheaper. Blacks 
will be the favorites, as usual—but some 

ople might think that this season’s 

lacks are much the same as those of last 
ear. That’s a mistake—in the Figured 
ohairs, especially. The effects are de- 
cidedly different, much prettier—more 
stylish, of course. 
ALL WOOL CREPONS, soc. 
the yard. Evening shades. Short time 
oxo you were paying us $1.00 a yard for 
these. 


SURAH SILKS. 
All colors, nearly, 49 and 59 cents for 
the sorts we’ve been selling at 75c. and 
$1.00 the yard—and this reduction just 
before Easter! But we believe in offer- 
ing inducements just at the time when 
people can appreciate them—and Easter 
is most everybody’s dressing-up time. 

REMNANTS. 
Can’t sell such stacks of dress stuffs 
without making lots of remnants—and 
many of them are worth as much to you 
as if buying from full pieces—but you 
don’t have to pay what they’re worth— 
25 to 40 per cent reductions are made. 


For a Grocer—(By A. W. Paine). 


SOME- 
THING 
FRAGRANT 


—Ceylon Tea. 
There’s a “ best’ in everything. 
This is the best of teas. Costs a 
little more than others—it’s worth 
more—worth all it costs—8o cents 
a pound. Money can’t buy bet- 
ter tea. 








WILHELM BARTAK & CO. 
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What Mr. 


Geo. P. 
Rowell 


Says: 


“The San Francisco Chronicle 


is the best conducted newspaper 
published on the Pacific Coast.” 
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| 
WHAT THE 
MAYORS SAY 


ABOUT 


The Kentucky Post. 


As a result of the recent investigations of newspaper circulation, 
made by Mayor Rhinock in Covington and Mayor Biltz in Newport, 
s provided for in the charters of: second-class cities, The Kentucky 
Post has been awarded the official advertising of both cities. The 








iollowing communications explain themselves : 


NEwportT, Ky., April 6, 1896. 
To General CounciI—GENTLEMEN: By the authority 
vested in me under Section 12, Article 5, of the Charter 
of Cities of the Second Class, I have this day heard sworn 
statements of various newspapers and, having found The 
Kentucky Post to have the largest bona fide circulation in 
the City of Newport, I declare The Kentucky Post to be 
the official newspaper of the City of Newport for the term 

of one year from date hereof. 
EDWARD A. BILTZ, Mayor. 


as 





CovINGTON, April 6, 1896. 
To General Counci/—-GENTLEMEN : In compliance with 
Section 12, Article 5, of the Charter of Cities of the Second 
Class, I have this day determined and found The Ken- 
tucky Post newspaper to have the largest bona fide circu- 
lation in the City of Covington, and I hereby find and 
declare said paper to be the official newspaper of the City 
of Covington for the term of one year from date hereof. 


JOSEPH L. RHINOCK, Mayor. 
Hm 
The Kentucky Post has an [ 4 50 Copies 
average circulation of... . Daily. 
It is the official organ for the cities of Covington, Newport, Day- 
ton, Ludlow and Bellevue, Ky. 


THE POST has the Largest Circulation of any Daily Paper . 
in Kentucky outside of Louisville. 


F s, 1 
copies, etc., write Le Te PERRY, Direct Representative. 


THE SCRIPPS-McRAE LEAGUE. 


94 Hartford Bidg., 53 Tribune outa. 
Chicago, Ill. New York. 
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= The Kansas City World 


TO SEE IT IS INVITING 
TO USE IT IS CONVINCING 


KNOWN 
CIRCULATION 


Daily, 26,000 Sunday, 31,000 


= 
= 
= 
= 
= 
= 
= 
= 
= 
= 


°) 


Were 






Weight $ 


: 
; 


“The World 


Kansas City 
L. V. ASHBAUGH, Manager. 


«oes 


A. Frank Richardson, 


NEW YORK. LONDON. CHICAGO. 
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My Bad Debts 











$14 


In Twenty-Eight Months. 


Since I started in the ink business, over two years ago, I have had only 
five losses through deadbeat printers. The losses amount in all to exactly $14. 
These deadbeats sent me checks with their orders, and the checks were returned 
by bank marked ‘* No good.” 

They were from the following establishments : 


Vineland, N. J., Republican, - ° - $1.50 
Rutland, Vt., News, a a - = 2.00 
Tyler, Texas, Telegram, - - - 5.00 
Paper City Printing Co., Holyoke, Mass., - 450 
Trade Printing Co., 56 Vesey St., New York, 1.00 


Now this really is not a bad showing—only five deadoeats out of more 
than fifteen thousand (15,000) orders. 

I am told that my competitors consider themselves lucky when they lose 
no more than from five to fifteen per cent of their total sales each year by fail- 
ures and bad debts. Of course, somebody must stand this loss by bad debts. 
It is not the intention that it shall rest on the ink manufacturer, The old- 
fashioned system of charging three or four prices provided very nicely for even 
5 per cent of losses. The printers who pay their bills and buy of the old con- 
cerns stand all the losses and pay the salesmen’s expenses besides, by simply 
paying from two to five times my prices, and merely to secure credit—a few 
weeks’ credit. 

It isn’t a question of honesty or commercial rating with me, 

I trust no one. 
I have no agents. 
1 keep no books. 

If the cash does not come to me with the order, I always hold on to the ink. 
Of course, when a swindler, a forger or a thief wants to beat me out of two or 
three dollars’ worth of ink, he can do it ; but so long as 2,999 out of every 3,000 
customers are sound and honest, I must be content to put up with the petty 
loss of one-thirtieth of a cent on a dollar. 

I can still sell the best news ink in the world at 6 cents in 25 Ib. kegs, and 
4 cents in 500 Ib. bbls. I sell the finest Carmines, the richest Bronze Reds 
and the most beautiful Purples, in 4 lb. cans for fifty cents a can, and any 
other job ink under the sun I am glad to match at twenty-five cents a % Ib. 
can. 

Send for my Catalogue. Address 


PRINTERS INK JONSON, 


8S Spruce St., New York. 
NOTE.—“ PRINTERS INK” (THIS PAPER) FOR APRIL 29TH WAS PRINTED WITH THE NEWS INK 1 SELL 
AT 4 CENTS A POUND. DID YOU HAPPEN TO NOTICE THAT PARTICULAR ISSUE ? 
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The Best of the New States is 
WASHINGTON, 


Because Nature has done most for it. 
The Best City in Washington is 
TACOMA, 


we 


Because it has the largest 

Local and Ocean Trade, 

The Most Factories, 

Best Railroad Terminals, 

A Line of Trans-Pacific Steamers, 
Biggest Wheat Warehouses. 
Largest Coal Bunkers, and 

Most Progressive People. 


4 


The Best Newspaper in Tacoma is 


exo THE LEDGERae 


It has the Best Equipped Office 
in the State. 


Prints the Most News, and has the Largest 
Circulation. 


Everybody Reads it. 











The S. C. Beckwith Special Agency, 


Sole Agents Foreign Advertising, 
The Rookery, Chicago. Tribune Bldg., New York. 
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During the month of February, just closed, 
the gains made by om 


oo SHE... 


Mail and Express 


for the past two years were augmented by still 
another illustration that advertising in the Leading 
Evening Paper always brings results. In February, 
1896, THE MaliL AND Express printed (190,680) one 
hundred and ninety thousand six hundred and 
eighty agate lines of advertising, a gain of (57,722) 
fifty-seven thousand seven hundred and twenty- 
two agate lines, more than 43 per cent gain, as 
compared with the corresponding month of last 
year. The paper printing the next greatest amount 
of advertising had (5,530) five thousand five hun- 
dred and thirty agate lines less than THE Malic 
AND EXPRESS. 3% 3 3 ot ot ot ot st ot tt ot tt 


The Evening Newspaper that carries the 


..Largest Volume of... 
... Advertising... 


placed by the New York Merchants, who are by 
all odds the cleverest and most discriminating busi- 
ness men in the world, is 


THE MAIL AND EXPRESS 


The reason for this is, that advertising in THE 
MAIL AND Express brings results. 
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Beginning 
March 

Ist, 

1896, 





Ladies _— 
Home Companion 





MONTHLY MAGAZINE, 


Greatly Enlarged and Improved. 


Girculation. i 
) ..220,000 Gopies 


Scishonlidil EACH ISSUE. 


Mast, CROWELL & KIRKPATRICK, Publishers, 
SPRINGFIELD, OHIO. 











EASTERN OFFICE: WESTERN OFFICE: 
Times Bidg, New York City. ‘© | Monadnock Bik, Chicago, Ill. 
(Joseph W. Kennedy.) (C. Heber Turner. ) 
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If You Have 
mA Good Thing 


Why not let the public know it? 
A well written, appropriately illus- 
trated card in the . 





Street Cars 





Will ‘“‘put them on’—why not 
try it—you'll have plenty of suc- 
cessful advertisers for company— 
let us send you our list and rates. 


ee 
7 ™* 


GEO. KISSAM & CO., 


PosTAL TELEGRAPH BUILDING, NEW YORK. 
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, geome she 
’ Street 


All Electric 
Car ~ 6 and Cable. 


Are among the finest in America. 
Particularly the new box cars. 


) The advertising in them is one 
of the city’s features. : : : : 


) ten CARD SHOULD BE THERE 


if you want to reach every resident 


of the city daily whenthey have 
ample time to read and a 
your announcement. . . 


2) GEO. KISSAM & CO. 


} CONTROL 
ALL 
LINES 
Office: Perin Bldg.,5th and Race Sts. 


Postal Telegraph Bldg., New York. 


m) Only One Rate. —— 
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TRYING TO DODGE 


THE REPORTS 


just like the man who doesn’t believe 
in advertising—very few are with him. 

I live men who are up to date know 
that advertising greases the wheels of 
business. 2% 2% 2% % SF HH & 


issecke STREET CARS 
Let us post you on the subject. % 


GEO. KISSAM & CO., 


253 Broadway, # & NEW YORK. 
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De La Cour’s 
Select Excursion 
To Europe. 


The experience acquired by Mr. Ed. de La Cour during 
several years in various excursions that he has personally 
conducted from America through Europe, to the satisfac 
tion of all those who have trusted themselves to his care, 
enables that tireless traveler to offer his services to select 
parties wishing to cross the ocean this Spring, in search 
of instruction and pleasure, and say to them, without 
hesitation, Do you wish to satisfy your taste for the 
greatest possible comfort, with the certainty of admiring, 
in a few weeks, the most interesting cities of the old con- 
tinent, and of resting there afterward in sight of the 
grandest beauties of nature? If so, I am the guide that 
you need. From the time of your departure to the day 
of your return to New York you can be sure of the great- 
est comfort in the best hotels in Europe, under the ar- 
rangement and guidance of Mr. de La Cour; you can, 
therefore, be certain of not having to tear any of the dis- 
appointments which occur sometimes in excursions con. 
ducted by inexperienced guides, who may imperfectly 
carry out the instructions given to them. Mr. de La 
Cour can also recommend this excursion to families desir- 
ing their young members to be particularly cared for. 
The satisfactory testimonials of professors who, with 
their pupils, have been guided through Europe by him, 
may serve for parents as a guarantee for the well-being 
of their children, who will be treated with all the care of 
relatives or friends. 


Leaving New York June 27th 
Returning September 6th 
For $575.00 Everything First Class 











ADDRESS 


ED. DE LA COUR, 


Postal Telegraph Building, NEW YORK, 
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.. THE ILLUSTRATION.. 


gives you an idea 
of beautiful 


“5 %° Tee 5’ 








with its lakes and the world-re- 
nowned Alps in the background... 
This is only one of the attractive 
objective points embraced in the 


SELECT EXCURSION 


through Europe, leaving New York 
June 27th via French Line—there 
are many others. Send for pro- 
gramme and itinerary to 


ED. DE LA COUR, 


Postal Telegraph Building, 
NEW YORK. 
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MONEY IN 
NEWSPAPER ADVERTISING 


Plenty of money in it. But you must go 
after it inthe right way. It’s easy enough to lose 
money in newspaper advertising. Thousands of 

advertisers have done it. Losses come from 
going into the wrong papers in the wrong ter. 
ritory, in the wrong way, and in paying too 
+ much money for the space. 

We know the real rate and the real value of 
every publication in America. Publishers every- 
where know that the day we receive from them 
a correct bill, that bill is paid. 

Is it strange that we get lower rates than 
those who pay in promises ? 

. Write to us about your advertising. 


The Geo. P. Rowell Advertising Co.. 


10 Spruce Street, New York. 
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